Industrial Marketing 


28 visual aids make promotion, selling easier 

How to make good advertising photographs 

New trade show study: best exhibit methods 

Four steps of evaluating inquiries . . hot ones, duds 
Company heads praise, condemn new annual reports 
Koppers doubles ad expenditures, sales up 66% 


3/th year 





Why Coal fge is the top 


coal mining publication 








and first choice of advertisers 


EDITORIAL 
PAID CIRCULATION 


Alert, modern editorial content. You can’t 

secs editorial content with a yard- More paid circulation to the coal mining 
stick but in 1951,COAL AGE had 250 more industry than any other publication 
pages than the next paper — 43% more. (14,110 A.B.C., June, 1952). 


DISPLAY ADVERTISING 
CLASSIFIED ADVERTISING 


55% more display advertising — 666 pages 
more than the next publication. 205% more classified advertising .. . 
289 advertisers, 42% more than the next 46 pages more than the next paper. 


paper. 
127 exclusive advertisers. 


ADVERTISER SERVICES 


Coal Mining Directory —the only authoritative annual directory of the coal mining industry. 

Monthly News Bulletin Service—contains data on new developments and changes in the industry. 
Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving Coal Mines. 

Coal Age News—a monthly publication on news and developments in coal mining, free on request, written 


especially for makers and sellers of coal mine equipment and supplies. 


92% of the 
nation’s fuel reserves 
is recoverable coal 
A McGRAW-HILE’PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, W. Y. 
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A MOST COMPLETE, PRODUCTIVE INDUSTRIAL ADVERTISING COVERAGE 


Cooperation of “Readership” Interest in Trade Paper advertising, and “Buyership” activation of Thomas’ 
Register at Point of Sale, is profitable sales promotion—impossible for either type of publication, alone. 


With more than *50,000 copies in active use, Thomas 
Register operates daily throughout the year, and exclu- 
sively on its own in its Primary Function for its adver- 
tisers — securing desirable Buying Inquiries for every 
product. At the inception of important Buying Interest, 
however developed, T.R. is very frequently consulted 
for its complete picture of all sources of supply. 


In connection with the foregoing, is T. R.'s Secondary, but 
important and exclusive function, for its advertisers— 
that is, T. R.'s Buyership'" activation at time and point 
of purchase, whereby it contacts, extends and cooperates 
with the ‘Readership’ interest developed by advertising 
in all Industrial Trade Periodicals—the interest which so 
frequently converges on Thomas’ Register — see below. 


—Not 50,000 any one edition——Annual edition now 20,000 minimum—Largest one edition any such guide Ample evidence 
that average use of each copy is 3 years-—3 individuals each copy—total exceeds 50,000 copies 100,000 individual users)——Mostly 
upper bracket size Private Industries—Paio Circutation—Preference 60% all U. S. Industrial Purchasing Power-—Ger A. B. C. Auorr. 
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THEY CAN'T BE WRONG 
9956 ADVERTISERS 


37,281 ADVERTISEMENTS 


IN CURRENT 
T. R. 


IN CURRENT 
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PAYS TO 

ADVERTISE 

WHERE BUYERS 

LOOK FOR ADVERTISING 


461 EICHTH AVENUE e@ NEW YORK 1, N.Y. 
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GET A.B.C. AUDIT 
FREE UPON REQUEST 








BE THERE 


= When They Plan, Specify 
and Purchase... BE THERE 
WITH COMPLETE PRODUCT DATA 





REACHES OVER 16,000 ENGINEERS AND 
CONTRACTORS — the Market for Industrial 
and Large Building Heating, Piping and 
Air Conditioning. 





PUBLISHED EVERY JANUARY SINCE 1934— 
List All Products, All Manufacturers 
and All Trade Names. 





HP&AC’s DIRECTORY EDITION contains over 1,000 product list- 
ings, names and addresses of over 2,500 manufacturers, and 


FH EY NEED all known trade names. 


The January Directory Number enables you to have complete 

This Type of Data product data throughout 1953 in the offices of the KEY engineers and 

KEY contractors who handle practically all heating, piping and air con- 

on Your Products ditioning of consequence — new work, additions and ‘maintenance. 
= Your 1953 sales program — in our field — NEEDS this practical 

assistance. Do a comprehensive job. Give detailed descriptions, 

DETAILED capacities, specifications, dimensions, etc. 
° DESCRIPTIONS HP&AC will also preview the 11th International Heating, Ventilating and 


Air Conditioning Exposition, Chicago, January 26 to 30 with complete ‘where to 
to choose go" and “what to see’ information for those who attend, and the ‘whole Show in 


the right type print’ for those who cannot. 
MAKE YOUR SPACE RESERVATION NOW 
CAPACITIES Second class postal regulations can limit the size of our 
e—fo select January Directory Number. To avoid possible disappointment, order 
the right size your space today. Last forms close December 10. Regular HP&AC rates 
g apply including agency discount. For more facts, call in the nearest 
DIMENSIONS 


*—to provide KEENEY PUBLISHING ee « 6 N. Michigan, Chicago 


ssi IR CONDITIONING HEAD E 
A 
space... A ADQUARTERS 





NEW YORK: CLEVELAND HEIGHTS: LOS ANGELES: 
734 Grond Centro! Termino! 3734 Woodridge Rd 672 S. Lafayette Park Place 


HP&AC each January... THE FIELD’S 


ONLY COMPLETE REFERENCE AND BUYING GUIDE 
2 / indus niece 








For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher 


EDITORIAL STAFF 

S. R. Bernstein, Editorial Director 
Merle Kingman, Managing Editor 
Charles Downes, Eastern Editor 
Margaret C. Lucas, Associate Editor 
Mark Reinsberg, Associate Editor 
Deborah Deering, Fditoria! Assistant 
Hal Burnett, Contributing Editor 

Bob Aitchison, Contributing Editor 
Stanley E. Cohen, Washington Editor 
Tom Rak. Art Director 


Annual Market Data and Directory Number 
Murray E. Crain, Editor 
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Jack C. Gatford, Advertising Director 
Gorden D. Lewis, Mgr. Sales and Service 
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Walter Goepel, Western Adver 1g Manage 
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George F. Schmidt, Adv. Production Mgr. 
Myron A. Hartenfeld, Circulation Director 
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Sound films sharpen skits at Ansul sales meet . . Merle Kingmar 
Four steps to evaluating inquiries . . duds or hot ones. . Si 
Company presidents praise, condemn annual reports . . {or 
Booth location isn't vital, demonstration is . . R. W 

28 visual aids, old and new, make promotion, sales easier 
What advertisers should know about industrial copy . . Mich 
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sales ge attracts unusual readership . . 





Novel scles meeting, bonus spark jobbers’ salesmen . . 5 Behrman 


Sketch-the-product coupon offer finds new applications . . 


Which ad attracted more readers? 


ADVERTISING OFFICES 

CHICAGO 11 

200 E. Illinois St. * DElaware 7-1337 

NEW YORK 17 

801 Second Ave. * MUrray Hill 6-8180 

SAN FRANCISCO 3 

Simpson-Reilly, Ltd.* 814 Central Tower* 703 Market St.* DOuglas 2-4894 


LOS ANGELES 17 
Simpson-Reilly * 1709 W. 8th St. * DUnkirk 8-1179 


Industrial Marketing 


Departments 


Advertising 


Sopy Chasers 





Published monthly except June, semi-monthly 


by Advertising Publications, Inc., at 200 E 


Illinois St., Chicago 11, U.S. A 
Telephone: DElaware 7-1336 

Single copies 25 cents, except June 25 issue, 
which is not sold separately. Subscription 
rates: One year $3, two years $5, three years 
$6. No postage for United States or U. S 
possessions, Canada or Pan-America. Add 
$2 per year f to all foreign coun- 
tries matter May 
21, 1948, at chicago, Illinois 
under the 1879. Additional 
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the marvels of science 


Ever see a dark star? The Electronic Telescope will. 


Can you multiply 64987239487612 times 27468923893546 in 
1/50th of a second? The Electronic Calculator can. Yet, today 
it has already become outmoded — tomorrow a faster, more 
efficient, more compact machine will take its place. 


Metalworking men who are today reading The IRON AGE 
will in great part be responsible for these and other marvels 
of science. What metalworking men? Production men .. . 
studying the news-packed pages of The IRON AGE to learn 
of new dies, better machine tools. Metallurgists ... eager for 
revelations of the latest alloys to withstand the terrific tor- 
tures metals must bear. Engineers ... designing and planning 
ahead of today’s methods of welding, casting, forming, 
machining, finishing. Administration and purchasing men... 
needing immediate data on sources, availability and prices. 


This is The IRON AGE buying team — administration, pro- 
duction, engineering, purchasing. 


THE IRON AGE... METALWORKING’S 
COMMUNICATIONS CENTER 


The IRON AGE is metalworking’s journalistic workhorse. It 
refines and streamlines the vital news of metalworking. Fast- 
paced, authoritative, accurate, The IRON AGE, week after 
week, presents the industry with the latest data on markets 
and prices, controls, manufacturing, revolutionary develop- 
ments, full-length engineering and production articles. 


THE IRON AGE... THE ADVERTISER'S BEST BUY 


To sell mighty metalworking . , . 44 per cent of all U.S. indus- 
try ... you need the most versatile sales builder you can find 
— The IRON AGE. Only here will you reach 136,958 execu- 
tives in administration, production, engineering, and pur- 
chasing — metalworking’s potent buying team. Only with The 
IRON AGE can you enter and penetrate 18,537 plants to get 
the highest provable buying power coverage of metalworking 

. selling across mighty metalworking with a powerful 
horizontal editorial appeal. Only with The IRON AGE will 
you get stronger advertising acceptance. 


The most successful salesmen in the industry . . . ‘fronAge 
” 


No. 1 in metalworking 


@ & ty 


A CHILTON PUBLICATION, 100 EAST 42nd ST., N.Y. 17, N.Y. 
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to the 
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@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 





Which is better? by other manufacturers 
Would you be so kind as to for- 
ward me any information you have 
regarding a-good method for keep- 
For Special Battery aaa be ing tab on inquiries and an appro- 
HERTNER ey . priate follow-up system . 
'1$ YOUR BEST BET! ALLAN R. BURMAN vice- 


president, Gro-Plate Co., Hartford 


A safe bet, or a best bet? 





[Mr. Sidney Clayton's article on 
inquiry follow-up in this issue, and 
“Snap-a-part Form Helps _ Sola 
Answer Inquiries Fast,’ IM, Oct., 
p. 42, both feature a system of cards 


it will pay you to Pe a , ” , and letters used for this . . Ep.] 


G 0 D I R E C T Pe mth = 3 Lana Turner? Cheesecake? 


to the — who ty r) He doesn’t think they can sell 
must engineer the 
application of your ' , — — all the way with Bob Aitchison’s 
product into the reply to the question, “Do you rec- 
manufacturing process ae coe tt ommend cheesecake at trade show 


® TO THE EDITOR: I can’t go along 


exhibits?” 


... It’s a good bet : . F ai 
° - vce Since the practice seems to de 

that he is one of the wines see ribs getting out of hand I'd be inclined 
thousands of men in , to advise an advertising manager to 
responsible charge Hae eae avoid it. Recently at the Los An- 
of important work Ste er ce, Pega geles Home Show several exhibitors 
. one used luscious young sweater girls 

in the process : to embellish their booths, along with 
industries who © TO THE EDITOR What do you the streamers and tinsel. But dur- 


. think of the scoundrelly make-up _ : — » or when the 
receive and read C ia 4 wt id F ing the busy sessions or W hen the 
nan who woul put two such salesmen sneaked out for coffee or 


oe month. lever, original ads as these on the to chat with other cheesecake down 
@ pee aes the line, the girls would take over 
Make CEP your on and try to fill in. As you would 


° > Hudson, O ain Re a8 Fal 
main-line messenger uspect, the result was pitifu 
In my rounds I talked with several 


to process markets. Needs data on inquiry record, of these dreamboats and not one 


follow-up system gave an intelligent sales presenta- 


© 
Chemical tion. I was interested purely from 


® TO THE EDITOR We are experi- an academic standpoint, I swear, 


. o 
Engineering encing the all-too-usual problem ot because this subject has come up a 
P lings 


inquiry records and follow-up sys- number of times in our dealings 





in- 


Progress tems. I have noted in your maga- with our industrial clients who in 
: using Marilyn at their ex- 


zine from time to time photographic Sist on 


120 East 41st St. New York 17 duplicates types of cards used hibits 

















PIT AND QUARRY 


AND 


MARKET AND MEDIA DATA 





From the industries served by PITand QUARRY 
come products and basic materials which are 
vitally important in virtually every single 
type of manufacturing operation in our en- 
tire economy. Not a pound of steel, aluminum 
or magnesium could be produced without 
raw materials supplied by the pit and quarry 
and associated industries. America’s huge 
construction program uses tremendous quanti- 
ties of aggregates—cement, lime, asbestos, 
gypsum, mineral wool, asphalt, roofing gran- 
ules, sand and gravel, crushed stone, concrete 
and other materials. Other large consumers 
ore foundries and manufacturers of such prod- 
ucts as fertilizers, paint, glass, electrical 
equipment, abrasives, paper, rubber, cos- 
metics, explosives, and an impressive list of 
chemicals and plastics. 


First in Advertising Volume 
First in Classified Advertising 
First in Editorial Quality 

First in total pages of Editorial 
First in Quality Circulation 
First in Mail Subscriptions 


ASSOCIATED INDUSTRIES 


FOR SALES AND 
ADVERTISING EXECUTIVES... 


Market and Media Data 


to help you determine 1953 Sales 
potentials for your product in the 
3 billion dollar Pit and Quarry Industries 


@ 6 maps show number of plants, by states, in the U.S., Canada and 
Mexico for the composite industry and for each of 5 major industry- 
products—cement, crushed stone, sand and gravel, lime, gypsum 
and gypsum products, and figures for the 6th major group of products. 


@ 1950 and 1951 (estimates based on volume to date) production in 
short tons, bbls, etc., of each of the 6 major industry segments. 


@ 1950 and 1951 (estimated) production valve for composite industry 
and each of the 6 major industry segments. 


@ Value of equipment and supplies purchased annually by each of the 
6 industry segments. 


@ List of products the Pit and Quarry industries produce. 
@ Table of production values of the industries for past 12 years. 


@ List 0’ 331 advertisers in Pit and Quarry and the Concrete Manu- 
facturer Section. 


@ List of supplies and equipment readers of Pit and Quarry use and buy 
to operate their plants. 


@ Pit and Quarry editorial and circulation data. 


@ Data on Pit and Quarry Handbook—oa Buyers’ Guide, Reference 
Manual and Directory. Published annually. 


Send for your copy today 


Pit and Quarry 


431 South Dearborn St., Chicago 5, Ill. 
New York © Whittier, Calif. © Los Angeles °® Dallas 


Cleveland @ Seattle @® San Francisco 
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THE 1-2-3 OF 


yt RAMCHS 


— the one method which provides 
DAILY VERIFICATION of circulation 


seseeeee thus assuring 


] AN END TO WASTE CIRCULATION 


- 7, A DIRECT APPROACH TO BUYERS 


aan With FRANCHISE CIRCULATION an advertiser salesman of the local distributor operating under 
has a personal representative in the field whose our franchise. These distributors know better than 
living depends on having the advertiser's sales anyone else who the active buyers are, and there- 
message get into the hands of the right man in the fore include only the best possible prospects in 


right plant. This personal representative is the their subscription lists... pinpoint your advertising! 


3 A GREATER RETURN FROM YOUR ADVERTISING DOLLAR 


Write for Free Booklet: Write for a showing of 
“How Franchise Circulation Sound Slide Film: “When 
Operates.” The Icing Is Off The Cake.” 


INDUSTRIAL PUBLISHING COMPANY 


1240 Ontario Street e Cleveland 13, Ohio 
Member C.C.A. 





LATION | 
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a _ 


A 


This is t0 certify thal 


eo 


has becn granted the exclusive right to sponsor the circulation of 
ypPLiko HYDRAULICS 


s extended because of 
yntenance of hydraulic 


o promote ' 
or its customers and pr 


yPPLikd HYDRAULICS 


ding are This right ! he personnel 
the desig. use and ma! this territory: 
¢ continuing efforts © 


in its tra 
its customers 


interested in 
and because of it 
subscribe fo 
t so chooses ! 


he effective use of this equipment among 
ospective customers for such 2 


DRAULICS f 


f ApPLieo HY 
this franchise 


This right t© 

length of time as ! ¢ implicit 19 

iss uel® Al E{EVER ANE outro 
pay oF , 


THIS —— 


1952 


cee — 
pueisme® 


THE 1-2 
-2-3 
OF FRANCHISE CIRCULATIO 
N 


The “Franchi 
° . ise Holders” — 
in the fields served « selected distributor 
7 Oar pone: Seo ner ag ——— 
e following: 


1. Select i i 
and identify the active buying co’ 
} mpanies 


and th i 
pone Payee individual in each of th 

. “ i 
— aa and/or purchases “a 


2 ay 
. y f i i 
r subscriptt st t se indi id 
P Oo b cr on ° he ivi uals. 


3. Keep these li 
lists up-to-date 
‘ and send in all 
changes 


of name 
s, removal 
they occ als, and additi 
? ur. itions as f ; 
apidly as 


"No 
authentica- 





To keep informed 


HE inch. I 


“SOND 


these see rely on 


CONSULTING ENGINEERS 
-— who plan, lay out and specify the re 
Quired equipment for the heating, piping 
ond air conditioning needed in new con 
Struction and in existing industrial plants 
ond other large buildings 


PLANT AND BUILDING ENGINEERS 

— who are responsible for the operation 

maintenance of and additions to the heat é 

ing, piping and air conditioning systems HEATING, PIPING AND 

within their own organization AIR CONDITIONING CONTRACTORS 
— who purchase and install the many prod- 
ucts necessary to heating, piping and air 
conditioning both for new construction and 
in existing plants and other large buildings. 


1s IN CIRCULATION |si IN EDITORIAL SERVICE TO READERS 


10 / industria! 


/ 





7 MONTH AFTER MONTH HP&AC PROVIDES 
MORE INFORMATION 
PERTINENT TO THEIR JOBS 
THAN ANY OTHER PUBLICATION ”’ 


IN 1952 


271 PAGES ON INDUSTRIAL AND LARGE BUILDING AIR CONDITIONING 
152 PAGES ON INDUSTRIAL PIPING 
201 PAGES ON INDUSTRIAL AND LARGE BUILDING HEATING 


1953 


HP&AC will continue to serve, with outstanding editorial coverage, the 
specialized needs of these men. That is why, if you have a product to sell 
in any phase of this industrial, commercial, institutional and public building 


field, HP&AC merits an important place on your 1953 advertising program. 


KEENEY PUBLISHING COMPANY - 6 N. MICHIGAN AVE. + CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. Lofoyette Pork Place 


AIR CONDITIONING HEADQUARTERS 


HP&AC carries monthly 
The Journal of The American 
Society of Heating 

and Ventilating Engineers 


ST IN ADVERTISING VOLUME 





oly EDITORIAL LEADERSHIP 
such outstanding LEADERSHIP 


EDITORIAL LEADERSHIP PLUS SUPERIOR “QUALITY-READER"’ 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING and CHEMICAL PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 








SPOHHSSSASSSSESSSSSEHSSSSSSSHSSSSHESSESSHOSSSSSSSSSSESSSSHUSE HESS SSHSESSSSESESOSSSHESSSHSEOHSSSSSESSSHOHESHSESESSESSEOEHSEEEEESCOE 


Can create 


in “Quality-Reader’ RESPONSE 


FOOD PROCESSING outproduces all other food magazines 


in “‘quality-reader’’ response from key management men. 
This 1s logical, for 


Editorial Excellence is the prime prerequisite before 
leadership in readership can be achieved . . . 


.and exceptional ‘“‘quality-reader’’ response is 
impossible unless superior readership has been 
achieved. 


This basic formula...and this alone... builds 
superior advertising values. 


No “‘finely spun theory’’ can substitute for such 
“proof of readership through performance.”’ 


What ts “best editorial’? Can you tell? 


If vou judge magazines bv their 
content, vou'll want to read these 


ids to advertisers”’ 


How to Buy Better EDITORIAL VALUES 

a handbook of vital faces often 
‘avoided’ digs deep into what 
top-flight industrial buvers actually 
DO read, and why 


fudits of KNOWN. Reade ip noc 
readership study’’ reports, but actual 


audits of KNOWN ACTION of readers 


Ask for either, or both, by name. No charge. 
Write address below 





RESPONSE EQUALS SUPERIOR ADVERTISING VALUES eoccccccesccccsvecececcsscecesesecceses 


Creators of PUTMAN-STYLE Magazines 
am O M r A N 7 . «+ terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quality 


= readership; hence more READER ACTION 
111 East Delaware Place, Chicago 11 


LOS ANGELES PORTLANO SAN FRANCISCO ATLANTA 
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YOU CAN, directly, 
tomore than 1500 0f them 
through the pages of Amer- 
ican Aviation. New ABC 
circulation, June 30, 1952 


17,244 


covering aircraft manufac- 
turing, airline and air termi 
nal operation * Daily + Bi-weekly 
When you board this fast- . Monthly Airline Guide 
est growing aviation publica- * Semi-Annual Directory 
tion, you know you'll be No. 1 * Daily Traffic News 
to land on the desks that count. 1025 Vermont Ave., N.W., Washington, D.C 
Advertising Offices 
La Guardia Airport, New York City 
Phone: ILlinois 7-4100 











FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS . . . 


SEE YOUR NEW 


1953 MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 








Letters to the editor 





The girls had obviously been hur- 
riedly briefed on the appliances, on 
the construction of sash frames, or 
on the application of a_tackless 
process for carpeting Although 
they tried, they muffed their lines 
and for the most part looked out of 
place in the model kitchens. Fre- 
quently I heard the complaint that 
sex appeal cheapened an exhibit 
like a mild version of the B-girl, 
or the badger game. You see, you 
rarely find the ideal combination 
of glamour and substance those 
girls are all snapped up by the 
agencies 

No, if I were in charge of an ex- 
hibit, 'd avoid the cheesecake, just 
as I would avoid it in my trade 
paper advertising. Using gorgeous 
figures to sell industrial products is 
an old American custom handed 
down from the brewers of tme beer, 
but it’s still out of place. If you 
could hire Lana Turner to go call- 
ing on your tough prospects, there’s 
no denying she'd get in and get to 
tell her sales story, but would she 
be believed? I think not. And we 
must not forget what the textbook 
says about believability being a 
most important consideration in 
making a sale. 

If Starch could test it, I’m sure 
he’d prove that sex appeal in in- 
dustrial sales work and advertising 
is more often than not a distraction 
instead of an attraction 

LIONEL ORMSBY 
Dozier, Eastman & Co., Los Angeles 


EAC has needed show material 
® TO THE EDITOR . . We would be 
very interested in finding out all we 
can about the Plant Maintenance 
conference at Cleveland, Jan. 19-22, 
1953. Could you let us know who 
to contact in getting information 
about the nature of this show 

We are, also, interested in finding 
out what other shows take place 
throughout the year relating to the 
plant maintenance and heating field. 

More specifically, we are inter- 
ested in users of fuel oil and main- 
tenance and supervisory personnel 
directly concerned. We will appre- 





i= 
Heating = 


and more manufacturers selling these markets 
use |, H. than any other publication! 


Reach over 16,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100°7 coverage, regardless of classification. 


I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 


On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





ay 


HEAT TREATING 


If you make these products 
sell them through 
INDUSTRIAL HEATING 


. Heat 
. Forging Furnaces 


Industrial Furnaces of all kinds . 
Treating Furnaces . 
Melting Furnaces . . . . Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces Galvanizing Furnaces 
Soaking Pits .... 


Open Hearth Furnaces and Accessories 


Annealing Furnaces 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . 
Air Heaters . Dust Collectors . 
Equipment .. . Spray Booths. . 
Induction Heating . Burners 

Industrial Thermometers 


Dryers . Industrial Ovens 
Ventilating 
. Kilns 
Pyrometers 
Gauges and Meters Controllers 
Heat Exchangers 
Alloys 
Conveyors 


Thermocouples ... . 
Heat- 
Retorts . Handling Devices . 
Blast Gates . 
Insulating Refractories 
Exhausters .. . 
Carburizing Boxes 
Salt Baths 

Quenching Machines .. . 


and Corrosion-Resistant 


Refractories . . Insulation 
Blowers . . . Boosters 

Melting Pots 
Immersion Heaters 
. Quenching 
Compounds . Heat Treating Compounds 


Fuels .... Fuel Pumps... . Strainers 


INDUSTRIAL HEATING 


1800 UNION TRUST BLDG., PITTSBURGH 19, PA, 
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... Or public works equipment 
and materials of any kind to a 
multi- billion-dollar market 


sell the public 
works engineers ! 


On streets and highways, in sewage and 
waterworks, airport and snow removol 
jobs, it's the engineer who's responsible 
for plans, materials and equipment. 
Planning o major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more aspholt or cerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county mar- 
ket) if you sell in PUBLIC WORKS Mago- 
zine. It solves on-the-job problems... at 
the top engineering level. And it's the 
only magazine edited especially for 
public works engineering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY. COUNTY. STATE FIELD 


310 East 45th Street, N. Y. 17 





See big year for construction 
im 1953 .. recession unlikely 


By Stanley E. Cohen 


® IF CONSTRUCTION is the key to in- 
dustrial prosperity, that recession 
which some publications are billing 
for 1953 may have to be postponed 
for awhile 

According to current forecasts for 
1953, the construction industry is 
heading for another big year. In 
all probability its volume will du- 
plicate the $32 billion anticipated 
for 1952 

Military construction is tapering 
off. But there are big expansion 
programs in utilities and oil which 
will generate important amounts of 
And 1953 is likely to be 


a banner year in highway construc- 


business 


tion, with tremendous opportunities 
for construction machinery indus- 
tries and other suppliers 
Machinery industries have been 
encouraged to anticipate their big- 
gest year in history for agricultural- 
type equipment. An agriculture de- 
partment spokesman sitting in with 
the industry’s advisory committee 
at NPA said the trend 
mechanization of the farm is gain- 


toward 


ing momentum. In addition, ma- 
chinery will be needed for addi- 
tional land which has been rehabil- 
itated as a result of the use of fer- 


tilizers and irrigation 


New Production Index . . Every 
once in awhile it is good to stand 
back and see what has been hap- 
pening to industrial America. An 
opportunity came 
along recently when the Census 
Bureau and Federal Reserve Board 


unusual = such 


published some special tabulations 
of the various manufacturing cen- 
suses taken since 1899 

These 
growth of manufacturing from 1899 
to 1947, are the basis of a new index 


reports, measuring the 


of industrial production, which Fed- 


eral Reserve Board will issue in the 
future 

On the basis of 217 industries, in 
17 broad groups, the two agencies 
report the physical volume of man- 
ufacturing increased by more than 
six times, though the national pop- 
ulation doubled only once in the 
period. With 1939 as 100, the index 
numbers for industrial production 
ranged from 27 in 1899 to 174 in 
1947 

For 11 broad groups which could 
be traced all the way back to 1899, 
petroleum and coal were the lead- 
ers, moving from seven in 1899 to 
154 in 1947. Transportation equip- 
ment went from 10 to 202. Chem- 
icals from 14 to 216. Lumber and 
furniture showed the least growth, 
from 103 in 1899, to 100 in 1939 and 
only 138 in 1947. Between 1939 and 
1947 the two previous census 
years . . the maximum increase was 
for electrical machinery which went 
from 100 to 286 in terms of physical 


volume. 


U.S. Studies Distribution . . Mar- 
keting people will find the Depart- 
ment of Commerce a more useful 
source of information, if Horace B 
McCoy is able to carry out his pro- 
gram for the department’s new Of- 
fice of Distribution. 

This office was established re- 
cently by Commerce _ Secretary 
Charles Sawyer in order to help 
develop plans for distribution of the 
big volume of consumer and indus- 
trial godds the U.S. can produce. 

Secretary Sawyer admitted that 
the Department has always neg- 
lected distribution. He said we can 
no longer afford this. 

Mr. McCoy, who is acting chief 
of the new office wants to put spe- 
cial effort into studies of the factors 
which enter imto distribution costs. 
He says he believes that the de- 
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partment should find out what the 
actual costs of distribution are, and 
why. On the basis of such studies 
he believes individual business men 
may be able to improve the effi- 
ciency of their own operations. 


Steel Improves. . Steel consumers 
are right now “in the valley of the 
shadow.” From here on in, the 
steel situation will be improving so 
that controls will be largely un- 
necessary before mid-1953. 

The situation seems to vary by 
product and even by company. NPA 
refuses to offer any encouraging 
word. It says steel users “can only 
hope for the best and prepare for 
the worst.” It offers spot assistance 
to any company which finds itself in 
a serious jam, however. 

Supporting NPA’s judgment of 
the situation, many steel consuming 
industry committees which have 
been meeting here lately have 
adopted resolutions urging NPA to 
retain the controlled materials plan 
until steel movements are more pre- 
dictable. 

Government officials are pretty 
well pleased with the steps that the 
steel industry has taken to build 
its ingot output, but there is con- 
siderable uneasiness about the in- 
dustry’s ability to provide finished 
products in sufficient volume. 

Mills are currently cooperating in 
a special survey of finishing capac- 
ity which is expected to lead to an- 
other construction program. Gov- 
ernment is particularly interested in 
knowing where the industry stands 
on such products as heavy standard 
rails, certain tube rounds, cold fin- 
ished bars of particular size groups, 
heavy structural shapes, wide flange 
beams and bearing piles, plates and 
seamless pipe and tubing. 


(Small) Business Is Good . . 
Now that the government has 
learned to use “petty cash,” “small” 
businesses are finding it easier to 
sell to Uncle Sam. Reporting on 
the first year’s operation of a new 
agreement which eliminates red tape 
and makes it easier for small firms 
to become government suppliers, 
General Services Administrator Jess 
Larson said 53% of all purchases 
made by civilian agencies were from 
firms employing 500 persons or less. 
This compares with 30°, in Fiscal 
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Every ad is next to editorial, to catch 

it the reader’s eye and to merge advertising 

~~ product information with the reader’s absorbing 

co interest in fact-packed articles about new materials, 
machinery and production methods. 
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= Over 25,000 circulation, 100% verified and re- * METAL-WORKING reaches more production 


quested. They receive METAL-WORKING be- and engineering men in key positions who buy 
cause they personally ask for it to help them in and specify your type of products than any other 
their jobs. metal-working magazine. 


experience in the metal-working field, concen- volume sales leads month after month. Buying- 
trate their coverage on proved production ma- action follows quickly. 

terials, methods and processes gathered from 

the field. 
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Large Volume Sales Leads 


Miracles happen when METAL-WORKING’s readers respond to informative 
advertising offering solutions to their day-to-day production problems. Valid 
sales leads are developed in quantity, month after month, METAL-WORKING'’s 
formula is fundamental: The magazine is distributed to production and engineer- 
ing men who act quickly on advertising suggestion; it is edited to focus reader 
interest On greater production efficiency; its format places every ad next to editorial 
material, merging reader interest in how to do it and where to get it. No wonder 
METAL-WORKING is the consistent leader in adding “blue-chip” prospect names 
to advertisers’ active sales lists. 





Hard-selling days are at hand in the vast metal-working market. Now is the 


time to dig for new customers and prospects. You get a headstart when you 
advertise in MET AL-WORKING, the magazine that concentrates on pro- 


duction men and engineers—the men who concentrate on today’s big preb- 





lems, and today’s big buying. 
Write us for “The Metal-Working Story,” or ask your agency for details. 
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Associated Construction Pub- 
lications reach the hands of: 





23,412 Contractors—not office engineers, 
but men with muddy boots, greasy hands 
and a need for equipment and with the 
money to buy it. 


25,019 Public Officials — state, county, 
township and city men charged with the 
multi-million dollar better-roads program. 


2,658 Professional Engineers—advisors, 
designers, supervisors of construction—and 
buying — activities. 


1,627 Material Producers—sand, gravel, 
stone producers who use big fleets of equip- 
ment and who are presently enjoying a 
boom in sales. 


5,898 Miscellaneous Readers — includ- 
ing your dealer’s salesmen, operators, strip 
miners, schools, and other groups who great- 
ly influence equipment sales — and are 
greatly influenced by their local construc- 
tion publication! 





Mid: 

Numbers. alone are not important in circulation. " co: re 
An advertiser must know who reads a publication | i\e MILEY! oy eects } es 
as well as how many. He must know where these UE valle 


readers are and what they read. 


That's why the twelve Associated Construction 
Publications have gathered these facts on circula- 
tion. The figures are reported to construction in- 
dustry advertisers to show how the A.C:P. group 
dominates the market . . . and offers you the big- 
gest buy for your advertising dollar! 





2 Figures compiled from publication records for 
one year ending June 30, 1952. 





ADVERTISING 


175 well-known advertisers spend $1,898,842 and 
benefited from 17,163 pages of advertising. 
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EDITORIAL ies 


2,180 pages of local job stories, 2,745 pages of bid 
advertising, 9,263 pages of bid awards and news, 
4,547 photographs, 1,061 pages of equipment, 
literature and dealer news — 19,796 pages of 


reader appeal! 
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wood cuts 
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problems 


in Industrial Marketing 


Classifying inquiries saves time 
and money for your sales force 


® THERES NO system of editing in- 
quiries that'll work 100° 

You're bound to make mistakes 
n appraising the quality of your 
inquiries It's important though, 
to set up some editing system, which 
is bound to work much better thar 
none at all 

Here are some suggestions, Clas- 
sify inquiries in one of three qual- 
ity groupings “A” for something 
that really looks good “B” for the 
“maybe yes, maybe no” inquiries 
and “C” for students and literature 
collectors 

Under “A” would go practically 
all letters of inquiry. Many high 
quality inquiries arrive Via Coupon 
or return card, but if a prospect is 
interested enough to write a letter, 
there’s a pretty good chance he’s 
And if 


he asks questions about specific 


really in the buying mood 


items or materials, prices and de- 
livery dates, I’m sure you'll agree 
he’s a sizzling hot prospect 

You'll find quite a few of your 
coupon and return card inquiries 


will also qualify under the “A” 


classification. Every advertising de- 
partment should have a card file 
carrying the names of all custom- 
ers or “users” since the year one 
An inquiry from any of these com- 
panies is likely to be a good one. If 
they have used your product or are 
using it, your sales battle is half 
won. Apparently they like it. If 
not, there’s little probability they'd 
inquire again 

You'll find most of your inquiries 
will go under the “B” maybe 
ves, maybe no’ classification. Prac- 
tically all “B” inquiries will be of 
the coupon or return card type 
Check the company names on these 
to determine if they're from organi- 
zations to whom you should be sell- 
ing. If the company name isn't fa- 
miliar to you, a quick reference to 
Thomas Register or Standard & 
Poor's will tell you what product 
or material the organization man- 
ufactures For example, if you 
manufacture custom built electric 
motors, and receive an inqulry from 
a manufacturer of malted milk mix- 
ers, the odds are pretty good that 
the individual making the inquiry 
is interested in purchasing some 
motors . . now or in the future 

Under “C” 


dent” and “curiosity seeker” in- 


you'll put the “stu- 


quiries. Obviously, you don’t want 
vour salesmen wasting time or 
these inquiries however, don't 
underestimate their value. Many 
of today’s college juniors and se- 
niors may be in a position to buy 
or influence buying by 1957 or 1958 

or before. Too many advertisers 
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When it comes to real performance for the all- 
important equipment dealers, what publication can match 
the service rendered by CONTRACTORS AND 
ENGINEERS MONTHLY in editorial and advertising 
columns alike? 





oa : More manufacturers than ever before are 
Distributor Doings is a well-established feature, com- ‘ sage : 
———_—_—_—_—_—_—__— s : interested in 7x10 or larger display 
bining occasional major articles with newsworthy . as . 
: 2 ads with full dealer listings in the sur- 
dealer items on personnel or account changes, branch . ; ; 
‘ie ansaliis ab rounding columns on our king-size 
: 8, ete. 
I 8 page. 


Of all months, January is the issue in which to bolster your 
dealer relations and sales promotion programs with 
Aan a where-to-purchase/where-to-service directory. Reprints of 
o Sn your ad can be used to excellent advantage at the 
a. ~ Associated Equipment Distributors Convention. 
Write or wire for further information. 


January space reservations close December 5th. NB P| 


Contractors .../ Engineers Monthly 


470. Fourth Avenue, New York 16,N. Y. «© Murray Hill 5-9252 





lf you make plumbing, heating or air conditioning products or appliances . . . 


YOUR MARKET FOR /¢ 





If you want concrete evidence of the volume of busi American city and its rural area are of vital importance 
ness that lies ahead for you . . . if you want a factual in- to every manufacturer of plumbing, heating and air con- 
sight into the buying intentions of the American public  ditioning products and appliances. Projected to the Na- 

take a look at Bay City, Michigan! tion as a whole, they show conclusively that remodeling 

The facts and figures that have resulted from Domes- will be your big market for volume sales in 1953. The 
tic Engineering's recent exhaustive survey of the remodel- following is representative of the kind of information re- 


ing and replacement needs and buying plans of this typical vealed in the Bay City study: 


soe 


PLAN TO REMODEL Heating Systems 
PLAN TO REMODEL Kitchens 
PLAN TO REMODEL Bathrooms 


pian to reptace Water Systems 


THE REMODELING POTENTIAL IN INDUSTRIAL, COMMERCIAL, 
AND INSTITUTIONAL STRUCTURES IS RELATIVELY AS GREAT! 


—_ 


a 


Many building owners have indicated their intentions 
of buying additional plumbing fixtures and various types of 
appliances including water heaters, ranges, automatic wash- 


ers, garbage disposers, dishwashers, refrigerators, freezers, DOMESTIC 
wall and undersink cabinets, air conditioning, etc. 
The extent to which these purchases are planned is 
among the revealing information appearing in the November ENGINEERING @emeeER «1988 


Remodeling Issue of Domestic Engineering. The following 
13 issues will present complete analyses of 250 tables from 
the Bay City survey and will continue to stimulate plumbing 
and heating contractor-dealers through 1953 and will show 
them how to prospect, develop and close sales. 

In developing your 1953 sales plans, point for the BIG 
remodeling market ... and make Domestic Engineering the 
backbone of your advertising program 


OMESTIC 














news 


of industrial sales and advertising 


Says market research slighted 


Hawkinson urges ‘production 


imaaad’ 


tives to stress 





research, profitable accounts 
® CHICAGO .. Too many production- 
minded executives have risen to 
management ranks executives 
who “think that all you have to do 
is make a good product and who are 
stubbing their toes on the marketing 
of those products,” Professor James 


R. Hawkinson, 


marketing department, Northwest- 


chairman of the 


ern University, told the industrial 
group of the American Marketing 
Association’s Chicago chapter 
Acknowledging that better prod- 
ucts and better productivity in of- 
fice and factory are among the needs 


of the moment, he emphasized that 
the need is equally pressing for bet- 
ter, stronger marketing research by 
business and industry “not just 
market research the finding of 
markets . . but marketing research 

. the development of better meth- 
ods.” Among these he _ included: 
(1) direction of selling effort toward 
more profitable accounts, (2) in- 
profitability of 
more efficient use of salesmen’s time 


creased salesmen, 
and (3) improved relations between 
manufacturer and middleman. 

Asserting that industry has 
learned much but has much to learn, 
he said 

“One company recently discov- 
ered that 18°, of its accounts were 
responsible for 80°, of its sales. An- 


Duffy to receive Siiver Quill 
award at annual NBP meeting 


® NEW YORK Bernard C. Duffy, 
president, Batten, Barton, Durstine 
& Osborn, New York, has won this 
year’s Silver Quill award, sponsored 
by National Business Publications, 
for distinguished service to business 
and industry through the business 
press. 

Presentation of the award will be 
made at the annual NBP business 
meeting Nov. 17-18 at the Hotel 
Biltmore, New York 

Registration and a luncheon ses- 
sion are scheduled for the first day, 
with the NBP board playing host at 
Election 


of officers and transaction of othe 


an evening cocktail party. 


association business on Nov. 18 will 
be followed by another luncheon 
session. The Silver Quill ceremony 
will take place at a formal dinne 
that evening 

The Controlled Circulation Audit 
will hold its annual meeting Nov 
19-20 in the same hotel 





other company found that half of its 
accounts were bringing in less than 
4°, of total 
company, he said, reduced the num- 
ber of its customers by 56% 


volume.” One such 


dropping low volume accounts 


and increased total dollar sales 
35% 

“Sales staff time and expense ex- 
pended on low-profit accounts can 
be just as big as that expended on 
high-profit accounts,’ Professor 
Hawkinson declared 

“Every time a salesman rings a 
doorbell, it costs your company $5 

and it will cost another $5 to fol- 
low it up.” 


Dr. Hawkinson 


showing that the average salesman 


cited a_ study 
spends no more than two and a half 
hours a day in actual selling or sales 
presentation. 

“So it’s up to 
make those two and a half hours as 


he said 


management to 


profitably spent as posible,” 
“Not all salesman sell the same 
product in the same way. That's 
fine. But there are certain things 
that all salesmen do and say in 
making a sale of one product, and 
when you improve on those things 


and multiply the improvement 
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plants); transportation companies (electric railway and _rail- 
roads, airline operators); large electrical contractors handling 
industrial work; motor repair and service shops; electrical, 


mechanical and consulting engineers. 


Electrical and Electronic Manufacturers including manu- 
facturers of all kinds of electrical apparatus and appliances; 
radio equipment and accessories; electronic equipment and 
supplies; large machinery and machine tool builders; manufac- 
turers of aircraft and electrical aviation equipment; and ship- 


vards. 


Over 500 Advertisers are now receiving these 


benefits from ELECTRICAL EQUIPMENT: 


100) ~Personally Verited and Requested Circulation of more than 40,000 
active buying influences such as executives, engineers (design, development, 
specifying, electrical, mechanical, production, maintenance), and purchasing 
personnel 


2. Direct uaceable returns from advertising dollars 
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per msernion or $525.00 per 4 9 unit (7x10) on a 12-time basis. Color extra. 


Published by 
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NEW YORK 17, N. Y. COMPANY, INC. 
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throughout your selling force, you 
can greatly increase its effective- 
ness.” 

As one way of improving manu- 
facturer-middleman relations, he 
cited one manufacturer who devel- 
oped a good method for setting sales 
quotas and then set a quota not only 
for each manufacturers’ agent but 


for each of the agent’s salesmen 


Hart of Du Pont elected 
president of ABC 


® cHicaco .. William A. Hart, di- 
rector of advertising, E. I. du Pont 
de Nemours & Co., Wilmington, Del., 
was elected president and chairman 
of the Audit Bureau of Circulations 
at its 38th annual meeting 
Turning over the gavel, retiring 
president H. H. Kynett, Aitkin- 
Kynett Co., Philadelphia, said that 
ABC membership has reached a 
new high but that “much remains 
to be done” because of the large 
number of business publications and 
others with paid circulation not be- 
longing to the bureau 
Vice-chairmen elected included 
H. H. Rimmer, Canadian Electric 
Co., Toronto. Vernon D. Beatty, 
Swift & Co., Chicago was elected 
secretary and E. Ross Gamble, Leo 
Burnett Co., was elected treasurer. 
J. E. Blackburn, Jr., McGraw-Hill, 
was elected a director, representing 


business publications 


Ads are depression antidote, 


says Ohio State professor 


® coLUMBUS, 0... Advertising holds 
the major responsibility for prevent- 
ing a depression, Professor James 
C. Yocum, bureau of business re- 
search, Ohio State University, told 
the ninth annual Ohio State Uni- 
versity Advertising Conference 

Mr. Yocum warned that if ad- 
vertising doesn't do a good selling 
job, then government will resort to 
pump priming. He predicted that, 
regardless of the election's outcome, 
“no administration will dare to sit 
on the sidelines and let a depression 
or serious deflationary spiral get un- 
der way.” 

The professor suggested that ad- 
vertisers meet this challenge by two 


methods: organizing to handle an 
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increased volume of advertising and 
making each dollar of advertising 
do a more effective job. 

In a clinic on financial ad copy, 
Arthur Klein, executive vice-presi- 
dent of Mullican Co., Louisville, 
said the main job of commercial 
bank advertising is to change peo- 
ple’s idea of a banker from a cari- 
catured individual with “a_ glass 
eye, stuffed shirt and spats,” to that 
of a business man who is as glad 
to meet the public as the owner of 
a department store. 

The clinic agreed that banks and 
loan companies must stress service. 
S. E. Risley, ad director, American 
Investment Co., of Illinois, St. Louis, 
declared 

“The customer doesn't care how 
old our company is or how long its 
founder's whiskers may have been. 
What he wants to know is, ‘What 
will it do for me?’” 

John W. Ladd, vice-president; 
First Federal Savings & Loan Asso- 
ciation, Chicago, explained why the 
subject of lending money is fre- 
quently treated so drearily. 

“It's the attitude of the money 
merchants,” he said. “Too many top 
hats. Too many marble pillars of 
decorum. Too many hedges of pro- 
priety. 

Mr. Ladd said that in his own or- 
vanization the company used the 


wing rules to insure advertis- 
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Over 200 advertisers 
are now getting fast buying action in 
CONTRACTORS’ ELECTRICAL EQUIPMENT 
Because: 


It reaches many more electrical contractors than any other pub- 
lication . . including medium and small contractors doing 65% 
of the business. 

Verified circulation reaches over 20,000 electrical contractors. 
The only publication edited exclusively for ALL electrical con- 
tractors. 

Vext-to reading matter positions for all advertising insures max- 
imum visibility and instant buying action. 

More contacts mean more direct traceable sales leads — monthly 
average over 4000. 

If you want fo sell MORE fo ALL electrical contractors, your 
advertising belongs in CEE. Start now by getting the whole 
story from your agency or writing to .. . 


Published by Sutton Publishing Company, Inc. 
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Do you want to reach 


ELECTRICAL 
CONTRACTORS? 


ELECTRICAL WEST reaches 
over 90% of the electrical con- 
tractors employing more than 
3 people in the 11 Western 
States more than 1,000 elec 
trical contractor subscribers at 
the present time! ELECTRI 
CAL WEST provides Western 
contractors with 132 pages of 
editorial material each year. 
These are pages specifically of 
interest to contractors, in ad- 
dition to new product descrip 
tions, new literature reviews 
and general industry news 
That is why leading electrical 
contractors in the West con- 
sistently rank ELECTRICAI 
WEST with the leading national 
construction magazine in read 
ership studies 


. . .then you also want 


ELECTRICAL 
WHOLESALERS! 


Most items used by electrical 
contractors are purchased 
through local electrical whole 
salers If you're selling elec- 
trical equipment and supplies 
to contractors, you want your 
sales and advertising efforts to 
work on wholesalers, too. ELEC 
PRICAL WEST has one or 
more subscribers in more than 
200 of the 220 electrical whole 
sale outlets in the 11 Westerr 
States and Hawaii These sub 
seribers get at least 72 pages a 
year devoted to their special 
merchandising interests They 
too, rank ELECTRICAL WEST 
right beside their own nationa 
publication 

16° of the nation’s elec 
contractors are located 

11 Western States 

way to reach this group 

200) wholesale houses that suy 
ply them is in the advertising 


pages of ELECTRICAL WES1 
Representatives 


Walter Klein . . New York 36 
330 W. 42nd Sr. 


Michael O'Connell. . Chicago 11 
520 N. Michigan Ave. 


Frank Seiler . . Cleveland 15 
1510 Hanno Bidg. 


Carl Dysinger . . los Angeles 17 
1111 Wilshire Bivd. 


Dick Alcorn . . San Francisco 4 
68 Post St. 


ELECTRICAL WEST 
ABC A McGrow-Hill Publication ABP 





im) NEWS 


ing results “Select the proposi- 
tion best suited to the prospect, 
show him it promises him some- 
thing worth having, in language he 


can understand.” 


What's the cost of a party 
for customers? Ansul tells! 
® cHICcAGO .. Some remarkable pro- 
motion statistics were released by 
Ansul Chemical Co., Marinette, 
Wis., on its four-day entertainment 
of 2,400 customers and other guests 
attending the National Safety Con- 
gress. 

Entertaining in the spacious pres- 
idential suite of the Congress Hotel, 
the company announced that its 
guests in the safety group consumed 
400 pounds of aged cheddar cheese. 
120 pounds of crackers and 2,400 
glasses of beverages that added up 
to 260 fifths of bourbon and scotch, 
800 bottles of beer and 375 quarts of 
setups 

The non-stop party was admin- 
istered by 28 company employes 
Arrangements were handled by Ad- 
vertising Manager Jack R. West 
who estimated the total cost at $2,- 
500, plus $500 for rental of the suite 


ABP recommends five types 
of standards for publishers 


® NEW YORK . . Standard practices 
in five different areas have been 
recommended to publishers by As- 
sociated Business Publications as a 
means of serving advertisers better. 

The recommended standards are 
presented in a binder mailed to 
member publishers of ABP by its 
uniform practices committee, headed 
by Angelo Venezian, assistant to the 
director of advertising, McGraw- 
Hill Publishing Co 

It is part of the work the ABP 
committee does to help business pa- 
per publishers operate more effi- 
ciently and to improve relationships 
with advertisers and agencies. 

The binder presents suggested 
standards in five areas 

1. A code of ethics for business 
papers 

2. Standards of practice for busi- 
ness papers. 

3. Standard second colors recom- 
mended by the American Assn. of 
Advertising Agencies 

4. ABP’s recommended contract 
acknowledgement forms. 

5. Suggested outline and wording 
for publishers to follow in stating 
their policies on (a) agency com- 


missions; (b) cash discounts: (c) 





An industrial laboratory is a “Roof” under which 
professionally trained men of varied scientific 
skills combine their efforts as teams to produce 
the new technological developments that keep 
America ahead. 

From these research-development teams come the 
new products and processes that are the key to pro- 
gress for the military forces and civilianeconomy. 
Today, INDUSTRIAL LABORATORIES is reach- 
ing the key scientists and engineers of these teams, 
by name and title, in more than 9300 laborator- 
ies of industry, the Government, technical univer- 
sities doing industrial or Government research 
and independent scientific organizations. 

Proof that INDUSTRIAL LABORATORIES is 
doing the job it sets out to do is evidenced by the 
12,000 to 14,000 reader requests handled monthly 
by our Reader Service Department, for further in- 


Frank D. Thompson, 
Publi 
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formation about the manufacturer's products that 
are advertised or editorially described in each 
issue. These are from the men who recommend, 
approve, specify and test the products of industry 
at the breadboard and pilot stages. 


The administrative-minded leaders of these vital 
research-development groups find only in 
INDUSTRIAL LABORATORIES, the brief, fac- 
tual reports of up-to-the-minute news in ALL fields 
of industrial science, which they need in effec- 
tively planning developments utilizing new ma- 
terials, processes and components with maximum 
economy and efficiency. 


Here is where your product can be introduced into 
the scheme of things to come. Sell where sales 
start—sell the scientists and engineers who today 
create the commodities for tomorrow's mass 
production. 

Sell in the one and only mag- 
azine that can do this job for 
you. Put INDUSTRIAL 
LABORATORIES on your 
schedule for 1953. 


201 NORTH WELLS STREET © CHICAGO 6, KLINOIS © PHONE DEARBORN 2- 4157 


INDUSTRIAL LABORATORIES PUBLISHING COMPANY 
THE KEY TO THE MOST INACCESSIBLE DOOR tN INDUSTRY 








THERE'S EXTRA Sel/ IN THE 


Southern Seat 


... to help you sell 


t 
“Wag 


SOUTHERN* SPIN-WEAVE PLANTS! | 
yours exclusively in 


* The Southern Spin-Weave 
market alone accounts for 
more than 75% of the total 
Spin-Weave industry in the 
United States. 





COMBINATION 
RATES SAVE YOU 
EVEN MORE! 


If you want to reach the 
whole textile industry, use 
our combination rate for 
Textile Bulletin and The 
Knitter, 12 pages in each 
(24 pages total) cost less 
than 12 pages in any gen- 


eral textile journal, 





Textile Bulletin is the on/y exclusively 
Spin-Weave journal of the textile 


industry. 


It is edited solely for the men who own 
and operate Southern mills . . . deals 
only with problems and _ conditions 
which exist in Southern Spin-Weave 
mills and processing plants. The South- 
ern Slant is a precious plus .. . found 
only in Textile Bulletin. 


Textile Bulletin gives complete—100% 
coverage of the South’s Spin-Weave 
mills and their dyeing and finishing 


plants. 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


If SPIN-WEAVE mills are your target 


THE SOUTH 


IS YOUR BIGGEST MARKET... 


For 
Quthonitative 


Fads. on 
34 INDUSTRIAL 


ano = TRADE 
MARKETS 


INDUSTRIAL 
MARKETING 
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bleed and oversize advertisements, 
and (d) production charges. 

A five-page index lists the bind- 
er’s present contents and those areas 
in which recommendations will be 
made in the future. These include 
suggested outline and wording on 
general advertising rates; cover 
rates: preferred positions; color 
rates; inserts, and mechanical re- 
quirements. 

The committee is now working on 
a glossary of business paper pub- 
lishing terms. This will form part 
of the contents of the standards 
binder 

All standards suggested so far, 
Mr. Venezian said, have been stud- 
ied and reviewed by ABP member 
papers in cooperation with the busi- 
ness papers committee of the Four 
A’s. The latter has contributed the 
buyers’ point of view, essential in 
accomplishing one of the standard- 
ization activity’s objective, namely, 
better understanding of publishing 
policies and terms by buyers of ad- 


vertising space 


Become ad critics if you want 
to sell space, salesmen told 


® cuHicaco . . Business paper space 
salesmen can serve industry better, 
and do a better selling job, if they 
become stronger critics of the ad- 
vertising in their own publications, 
Harvey Scribner, president, Russell 
T. Gray, Inc., told the Chicago 
Dotted Line Club. 

“When an ad in a business pub- 
lication is off the beam, the salesmen 
of that publication or any in the in- 
dustry should be quick to recognize 
it and tell the advertiser,’ Mr 
Scribner said. “You (salesmen) are 
in the best position for knowing and 
supplying advertisers with the right 
information on what’s important to 
readers, what's slanted to their in- 
terest and what isn’t.” 

Mr. Scribner made his remarks in 
a panel discussion with three others 
from his agency: Vice-Presidents 
Don House and Red Walther and 
Account Executive Walt Morton 
Panel participants answered ques- 
tions prepared in advance by the 
club. 

Replying to a question, Mr. Scrib- 





The Only Publication 
Covering the Rock 


Products Industries 
with ALL-ABC COVERAGE 


is ROCK PRODUCTS 


RESERVE SPACE NOW 


In the Big January 


ROCK PRODUCTS ofers 3714 Forecast and Directory 


MORE ®* Average Total Paid Circulation Issue of Rock Pr, oducts 


and 3329 MORE* Producer Subscribers 


This important issue is used as a guide 
than the second magazine in the field. in shaping policies and planning ac- 
tivities for the coming year. Contains 
a . trend reports on the technological and 
Based upon comparison of June 30, business outlook for each segment of 
1952 ABC Publisher’s Statements of the rock products industries. 
ROCK PRODUCTS and the second mag- A valuable feature of this issue is the 
big ANNUAL DIRECTORY OF MANUFAC- 
TURERS’ EQUIPMENT. 
This is a particularly important issue 
for advertising results: It has 12- 


THE ROCK PRODUCTS MARKET month reference life, is kept by read- 


ers and consulted frequently. 


Neavy sates of equipment ond suppl REGULAR RATES APPLY. CLOSING 


are being made to the industries cov- 


ep eg ore ee 
busier than ever. They are: QUATE SPACE NOW. 


Producers of: 


=== ROCK PRODUCTS 


Lime 
Gypsum 


Miscellaneous Non-Metallic 
Minerals @ 309 W. Jackson Blvd., Chicago 6, Ill. 


Ready-Mixed Concrete 
Concrete Products 





New York, Cleveland, Chicago, San Francisco, Los Angeles 


ec 1962/1 








For Latest Facts to 
Sell the 
$9 Billion 
FOREST PRODUCTS 
INDUSTRY ... 


| Woop 


"eod Pro ine 


Get Your FREE Copy of New 
WOOD & WOOD PRODUCTS 
Market and Readership Study 


Ke Kev Buying 
mest Woop & 
PRODUCTS 


For instance .. . 


of W WP readers are top man- 
agement executives. 


ore the larger employers who 
do 88% of the production. 


read all 12 monthly issues of 


W WP — nearly 80% read 
more than 6 issues. 


P.S. — Be sure to include WOOD & WOOD 
PRODUCTS in your 1953 schedule! 


wood 


wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 











A review, by business paper editors, of industry conditions 


that may 


Visual Aid . . 


nfluence industrial marketing procedures. 


Audio-visual aid field thrives 
.. films hit $45,000,000 sales 


® TRAINING on a mass basis is a 
continuing need of industry. Sell- 
ing, and training for better selling 
in a tremendously expanded na- 
tional economy is equally important 
Thus. the film has gained a regula) 
place on annual budgets of thou- 
sands of sponsoring companies 

The need for more films within 
the year, and for succeeding years, 
has given solid footing to a special- 
ized film production industry which 
now supplies most of the films ac- 
quired by U.S. business. In 1952, 
there were 143 such specializing 
business film producers in the U.S 

While 55 of these film companies 
did more than 80° of the business 


n the past vear, the gross sales 


volume of the industry for orginal 
production only exceeded $45,000,- 
000. In all the principal centers of 
U.S. manufacturing, industry can 
get good films from experienced 
producers 

Production volume, however, was 
only one part of the 1952 progress 
report 

The distribution of business films 
divides into the internal and. ex- 
ternal spheres for which they are 
most often created. Within plants 
and offices in 1952 there were more 
films and more projectors in use 
But the big news of the 
field lies in the soaring totals of 


generally 


consumer group audiences, self- 


equipped with their own (or readily 











) can Chtemiul Socily 
Gynounces aNSeu Bublecution 


AGRICULTURAL AND 
FOOD CHEMISTRY 


America’s biggest business — agriculture and food—today rests its 
$30,000,000,000 structure upon the very important foundation of... 
CHEMISTRY! 


Yet.for all its importance, there is no periodical concerned specifi cally 
with the applications of chemistry to the growing and processing 
of agricultural and food products . . . and with products that safe- 
guard and protect from destruction the delicate crops and the 
finished foods; no periodical that serves as a clearing house for 
science and technology, ideas and news for the chemist and chemical 
engineer, and for those engaged in the marketing of equipment 
and materials for processing. 


That is why the American Chemical Society is establishing 
AGRICULTURAL AND FOOD. CHEMISTRY —so that, for the first time, 
there will be a magazine big enough and comprehensive enough 
to carry the necessary workmaterial 4. . published bi-weekly to 
make 26 important issues for material not now being published by 
existing journals in the field . .. to give news and developments of 
the agricultural and food fields the significance and timeliness 
merited by America’s biggest business. It will serve as the outstand- 
ing marketplace for manufacturers and processors who sell to these 
great industries. 
Dr. Walter J. Murphy, who hos been responsible for the acceptance 
of other American Chemical Society publications, will guide the 
editorial forces of AGRICULTURAL AND FOOD CHEMISTRY. He will 
-be aided in this endeavor by the present staff of the American 
Chemical Society .:... by specialists who will augment this staff in 
key areas ... and by an advisory board of fifteen leaders in agri- 
cultural and food chemistry chosen for their knowledge and their 
prominence in science and industry. The first issue will appear April, 
1953, with a circulation of 10,000. 


AGRICULTURAL AND FOOD CHEMISTRY 


An AMERICAN CHEMICAL SOCIETY Publication 
Publishers of: 
ANALYTICAL CHEMISTRY * CHEMICAL ABSTRACTS 
CHEMICAL AND ENGINEERING NEWS * INDUSTRIAL AND ENGINEERING CHtEistay 
» JOURNAL OF THE AMERICAN CHEMICAL SOCIETY * JOURNAL OF PHYSICAL CHEMISTRY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N.Y.» 


CHICAGO * CLEVELAND * SAN FRANCISCO | 10s. ‘ANGELES * sngerey * * DALLAS * DENVER 




















ADVERTISER-AGENCY TEAM = 


; 


CAPITALIZES ON BP. LEADERSHIP 


IN SERVING AND SELLING THE ARCHITEAM! 
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PROGRESSIVE ARCHITECTURE 
delivers world’s largest 
professional architectural 
audience... 


£ first in architects 
A first in engineers 
3 first in designers 
£ first in draftsmen 


BD first in total professional 


architectural 
cireulation—30,001* 


| = Statement, June 30, 1952 






































“~L. Progressive Architecture our 
advertising makes sales calls on men who 
select and specify building products and 
equipment for 89% of the nation’s 
architecturally designed buildings. P/A is read 
by architeam members our men must see 
to sell. . . that’s why it paves the way to 
greater sales!” 





“P/ A is good news for my budget—gives us 
coverage of all members of the architeam at 
only $15.83 per page per thousand— 
lowest cost of any publication serving the 
architectural field. Why, P/A’‘s cost p ACCOUNT EXECUTIVE 
per page per thousand today is even 4 a 
27% lower than it was six yearsago.” § 3) More architectural professionals 
n subscribe to Progressive 
: Architecture, because it gives 
ADVERTISING editorial attention to the needs of 
MANAGER » AS ' the entire architectural team— 
°F architects, engineers, designers 
and draftsmen. 


“In P/A, and P/A alone, regular 
editorial features cover all seven 
architectural services: Economic 
analysis and planning ... design... 
selection of materials and equip- 
ment... specification writing... 
drafting and detailing . . . interior 
design . . . business administration. 
Progressive Architecture 

sells by serving.” 


AGENCY PREXY 


“The largest and fastest growing professional 
architectural audience ever assembled by any 
technical magazine, is attracted by 
Progressive Architecture’s editorial 
concentration. To me, P/A’s leadership 
in subscription renewal percentages is 
further proof of readership. Follow the 
reader and you find the leader.” 


Every way you look at the architectural market, 
PROGRESSIVE ARCHITECTURE is out in front... and 
sells all the way—to every member of the achitectural 
design and specification team. 


Make more sales calls at less cost in P/A. 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


WORLD'S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 
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For only 14c each, Reinhold will prepare, 


print, distribute, and promote 19,500* 


copies of your 8-page, 2-color catalog 


in key process 


industries plants 
for one full year! 


In CHEMICAL ENGINEERING CATALOG, your detailed prod- 
uct story serves 19,500* specifiers in over 13,000 Dun & Bradstreet 
company-rated plants. No waste circulation. No important process 
industries plants overlooked. CEC is the year-round “workbook” 
referred to, and worked with, by process industries specifying teams 
—the men who decide if and when your products will be used. 


CEC gives your promotion penny old-time value. Reinhold will 
prepare, print, distribute and promote the use of your 8-page, 2-color 
catalog unit for only 14¢ each. A 12-page, 2-color catalog costs only 
19¢ each. Comparable low rates hold true for larger or smaller units. 
Today, while working on next year's plans, ask your Reinhold catalog 
representative to explain how to sell the process industries most 
economically, efficiently, surely. 
*Records show an average of five users per copy. 


aq ¥ NO TORIREIIN t 


REINHOLD PUBLISHING CORP., 330 W. 42ND ST., N. Y. 
Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas * Denver 
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‘American Builder’ merchan- 


dises with new ‘Merchandiser’ 


® cHIcAGco . . American Builder, 
Simmons-Boardman magazine, has 
published the first issue of “Light 
Construction Merchandiser,” an 
eight-page publication intended to 
stimulate the interest of jobbers, 
dealers and salesmen in products 
advertised in the Builder. 

C. J. Wageman, publisher, said 
that distribution of the merchandis- 
ing publication totals 17,607, and 
that by means of this monthly serv- 
ice advertisers in the magazine will 
be promoted to the entire field of 
building product distribution, in- 
cluding key jobbers and dealers as 
well as the salesmen of the adver- 
tiser. 

A feature of the initial October 
issue of “Light Construction Mer- 
chandiser” is an article on the front 
page, describing the current adver- 
tising of Homesote Co., Trenton, 
N. J., and its effect on the building 
market. F. Vaux Wilson, president 
of the company, is quoted as to the 
merchandising and advertising pro- 
gram. Merchandising aspects of the 
program are believed to be unique 
in the building field. 


Create new awards for best 


1952 sales presentations 


® NEW york . . New awards for the 
best visual sales presentations of 
1952 will be presented by the Na- 
tional Visual Presentation Associa- 
tion, New York, in conjunction with 
the Sales Executives Club of New 
York City. 

First and second place plaques 
will be offered in each of three 
classifications: (1) presentations 
made orally by salesmen, (2) pres- 
entations wholly or partly by me- 
chanical means, other than a motion 
picture, and (3) presentations using 
motion pictures, with or without 
sound. 

Closing date for entries is Dec. 1, 
1952. An entry blank supplied by 
National Visual Presentation Asso- 
ciation, 310 Lextington Ave., New 
York 16, N.Y., must be used. 
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factual logic for 
sales-minded advertisers 


) ANALYTICAL CHEMISTRY will sell 
Analytical and plant control ., 
instruments 
Laboratory equipment and 
apparatus 
Reagent and specialty chemicals 
Component parts for instruments 





; ANALYTICAL 





p CHEMISES 


Nearly 3 Billion dollars will be spent 
on research and development by labo- 
ratories during 1952! 


at 


| 
| 


The important buying and specifying 
influences in these laboratories are 
the professional chemists, chemical 
engineers and technologists who read 
ANALYTICAL CHEMISTRY! 

... because only ANALYTICAL 
CHEMISTRY provides them with 


the professional workmaterial they 
must have! 


An 


AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO « CLEVELAND « SAN FRANCISCO 
LOS ANGELES « SEATTLE ¢ DALLAS ¢ DENVER 


November 1952 | 














lt takes the big = 7 000 circulation 


of Chemical and Engines News . 


to reach all the important “i 


influences in the Paige 


Process Industries - suit $ * 


-yeuageaie f all the 
groups 


favorite 
buying and specifying 
because it's complete a 


timely. newsworthy 7 
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NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 
An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION me Pe , , , 


330 West 42nd Street, New York 36, N. Y. ¥ 
CHICAGO e CLEVELAND e SAN FRANCISCO e LOS ANGELES e searae AS e DENVER 
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INDUSTRIAL AND ENGINEERING CHEMISTRY’s 
Professional Audience 


is the 


Greatest ROT of 


Buying Power in the 
Chemical and Process Industries 
AG 
The workmagazine for: 
The executive group! 
The production and operating group! 


Ueit-molCclalaliate Molto Mme(SU-1(e) lul-alme | cel] ob 


DUST RIAL ® > ENGINEERING C 


symm, THE WORKMAGAZINE OF THE CHEMICAL AND PROCESS INDUSTRI 

@: fn $WERICAN CHEMICAL SOCIETY Publication 

tdrertising Management: REINHOLD PUBLISHING CORPORATION 
330 West f2nd Street: Ve Verkwoo. Ney. 


CHICAGO e CLEVELAND e SAN FRANCISCO e LOS ANGELES « SEATTLE ¢ DALLAS « DENVER 
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WHO SPECIFIES MATERIALS, PARTS AND FINISHES? 


AN \ 


1S HE AN ENGINEER? iS HE A DESIGNER? 


IS HE A PRODUCTION MAN? IS HE A METALLURGICAL OR 
CHEMICAL MAN? 


Titles do not reveal whether or not a man spe- 
cifies materials, parts and finishes. In hard- 
goods plants, members of several title groups 
cooperate to select and specify your product. 


MATERIALS & METHODS, devoted exclu- 
sively to the materials problems of product 
design and manufacture, attracts from each 
technical title group only those who are re- 
sponsible for materials-specification. 

MATERIALS & METHODS’ 21,000 paid 
subscribers constitute the world’s largest con- 
centrated audience of materials specifiers. 


| 
at 


1S HE A TECHNICAL EXECUTIVE? 


A REINHOLD PUBLICATION 


THE MAGAZINE OF MATERIALS ENGINEERING ; | 
: 330 West 42nd Street 


Devoted to the Materials Problems of Product Design and Manufacture New York 36, N. Y. 
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Koppers doubles its industrial 


advertising, boosts sales 66.2% 


The remarkable growth of Koppers’ Bitu- 
mastic Coatings in various markets in the 
past two years can be credited in no 
small part to increasingly heavier invest- 
ments in industrial advertising. But ad- 
vertising itself was not enough. One of 
the secrets of success was the method of 
expanding and improving the distribution 
system and then merchandising the ad- 
vertising to that system and to the com- 
pany’s executives themselves. 





® NO OnE at the Tar Products Divi- 
sion of Koppers Co., Pittsburgh, 
takes any credit away from the 
salesmen who went out and did 
the actual “infighting.” But a two- 
thirds increase in sales of protective 
coatings over the previous year . . 
linked with a doubling of the num- 
ber of business publication ad in- 
sertions during the same period . . 
has convinced management that its 
industrial advertising has been in- 
dispensable field artillery. 

So, this year, Koppers doubled 
the number of ad insertions . . for 
the second consecutive year. In 
1951, doubling the amount of busi- 
ness publication and direct mail 
produced eight times as many in- 
quiries as in 1950. A two-months’ 
check revealed that 16% of those 
inquiries were resulting in sales. 

The company’s sales objectives 
were conventional. Koppers sought 
to increase demand in present mar- 
kets for its product Bitumastic 
cold-applied protective coatings, 
used to protect metal surfaces 
against rust and corrosion, and con- 
crete and masonry against deterio- 
ration. The company also sought to 


create demand in new markets. As 
preliminary steps to accomplishing 
these objectives, Koppers planned 
to appoint additional qualified dis- 
tributors in areas where its 130 ex- 
isting distributors could not render 
adequate service. The sales depart- 
ment also began weeding out in- 
efficient distributors in order that 
they could be replaced by produc- 
tive ones. 


Inquiry handling . . The adver- 
tising department worked closely 
with the sales department. Admen 
were called upon to devise means 
of handling inquiries that would (1) 
provide a simple means by which 
continuous reports on the results 
of the inquiries sent to the field 
would be returned from the dis- 
tributors; (2) provide a means of 
checking the effectiveness of spe- 
cific ads and direct mail releases; 
(3) provide the necessary informa- 
tion to prepare reports to company 
management; (4) provide a means 
to assure that a direct mail inquiry 
would be returned to the distributor 
who supplied the inquirer’s name 
originally. 

The inquiry handling method tied 
in not only with the normal sales 
routine but with the sales depart- 
ment’s efforts to weed out inefficient 
distributors. The reports which 
distributors did or did not return 
on inquiry leads would help in this 
evaluation. Also, the production of 
inquiries in areas beyond the con- 
venient reach of existing distribu- 
tors would point out territorial 
weaknesses in the sales organiza- 
tion. 

The complete role of the adver- 


Industrial Marketing 


tising section of Koppers’ public re- 
lations department, managed by 
Roy B. Johnston, was conceived in 
five parts. These were: 


1. To influence the men inter- 
ested in and responsible for main- 
tenance, regardless of their titles, 
to specify Bitumastic Coatings. 


2. To convince these men that 
Bitumastic Coatings are not con- 
ventional coatings, but are specially 
formulated to solve the toughest 
corrosion problems. 


3. To pave the way for the sales- 
man’s call by developing acceptance 
for the Koppers, and the 
brand name Bitumastic 


name 


1e¢ 


ntinued on page 166 

















Right . . 


How to make good photographs 


@ AT ONE TIME or another most 1n- 
dustrial advertising managers prob- 
ably have been in this predicament 
They have sent a photographer 
out with instructions to take pic- 
tures of a product or installation, 
and when the pictures came in they 
were unusable . . not because they 
were out of focus, over-exposed or 
otherwise poor technically, but be- 
cause the photographer did not quite 
understand what was needed 


42 /indusiat 


To overcome that predicament 
the advertising department of Link- 
Belt Co., Chicago has prepared a 
six-page, 8x11”, two-color folder 
entitled, “How to Make Good Ad- 
vertising Photographs of Link-Belt 
Equipment.” The folder contains 
20 photographs with captions ex- 
plaining proper techniques of tak- 
ing good advertising photographs 
Although the techniques are ap- 
Link-Belt 


plied specifically to 


up phot Don't 


camera like these three. 


equipment and photos, they apply 
with equal force to advertising pho- 
tographs of almest any industrial 
advertiser’s products. 

Outstanding photographs and the 
techniques they demonstrate are 
presented here. The booklet is be- 
ing distributed by Link-Belt to free 
lance photographers: throughout the 
country and to all company branch 
offices and salesmen (who often 
direct the photographing of installa- 
tions in the field). The booklet also 
will be distributed at training 
courses for new salesmen. 

Photographing industrial installa- 
tions is often far from easy. As the 
company says in the booklet: 

“Manufacturing plants, coal mines, 

1 or 38 
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Covers often can be removed from equip- 
ment as in this shot of screw conveyor. 


apher highlights component parts 
by Link-Belt) not belt (which isn’t). 


in natural working 


hown by good depth 


The photographer got good lighting, contrast and composition in photo of coil conveyor 


Workmen show size of equipment 


ll 


Worker's head in foreground is needless distraction 


Photo can tell whole story: man uses hand 
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Sound tape and slide films 


sharpen skits at Ansul sales meeting 


By Merle Kingman 
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Mind Reading Method . . 


anc eile n skit 


the skit that 
sales 


® THAT OLD STANDBY, 
points up training tips at 
meetings, has been improved upon 

The improvements, which make 
skit production easier for you, in- 
clude less theatrical ham, less time 
and effort and fewer flubbed lines 
The techniques include a new com- 
bination of recording tape, slide 
films and amateur actors from your 
advertising, publicity or sales staff. 

Ansul Chemical Co., Marinette, 
Wis., maker of dry chemical fire ex- 
tinguishing equipment, put the 
techniques to work at the com- 
pany’s annual sales meeting of 60 
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distributors and district sales man- 
agers at the local country club. 
The meeting started with a series 
of skits, after a few words by Gen- 
eral Sales Manager Paul Larimer 
and Kenneth Covert, sales manager 
of the fire extinguisher 
Despite the complexities of record- 


division. 


ing tape, film and stage props, the 
and the 
skits gained effectiveness thereby. 
Each skit was limited to the clas- 
On the 
stage were only the salesman and 


end result was simple 


sical buyer-seller situation. 


purchasing agent talking over a 


desk. The innovation was a set of 


blown-up silhouettes above the two 
men. One was labeled “buyer,” the 
other “salesman.” A 3x4’ projec- 
tion screen was centered inside each 
silhouette. 

While the flesh-and-blood sales- 
man is presenting his sales talk to 
the purchasing agent (who answers, 
interrupts, comments from time to 
time), various cartoon drawings are 
flashed on the screen above the pur- 
chasing agent reflecting his 
thoughts and the nature of his re- 
sistance to or acceptance of the sales 
argument as the salesman is offering 
it. Likewise the salesman’s sil- 








houette screen occasionally cartoons 
his thoughts when the 
speaking. 


buyer is 


Some of the cartoons are comic 
and simply offer comedy relief from 
the strictly serious sales presenta- 
tion. 

But the main idea is to point up 
the typical buyer's reactions to 
specific Ansul sales arguments 
to show what is likely to be in the 
purchasing agent’s mind at various 
times during the sales talk. The 
screen points up the buyer’s objec- 
tions to sales arguments; the dia- 


Attention Holder . . Distributors watch intently as tw 


nessage 


logue shows how the salesman over- 
comes the objections. 

The technique that reduces time- 
consuming effort and flubbed lines 
is the recording tape. The dialogue 
is recorded in advance on the tape 
. . permitting amateur actors to re- 
fer to their scripts. During the ac- 
tual skit, the players “mouth” their 
lines silently . . while the recording 
tape, with volume turned up amply 
for all to hear easily, delivers the 
lines. 

This technique sounds atrocious 

but it works surprisingly well, 
and relieves the principals of the 


Ad Manager West (standing) runs projector 


need for lines. The 


more talented speakers among per- 


memorizing 


sonnel can make a good recording 
with a minimum of rehearsal. The 
meeting room is semi-darkened for 
the films, while a desk lamp on the 
stage spotlights the two players. 
The illusion that the players (not 
the sound tape) 
fairly effective. 

In effect, the screens point up the 
thoughts of the listener as the tape 
puts over the arguments of the 
throughout the buyer- 
salesman discussion 


are speaking is 


speaker 


screens, sound tape accent 


Dp t 


Players: Dick Baker, Jack Leggett 


Various skits showed a_ poor 
salesman giving a poor presenta- 
tion to a purchasing agent, and a 
good salesman giving an effective 
presentation . . first to a purchasing 
agent and then to a safety engineer. 

Before each skit, Sales Manager 
Covert divided the meeting into 
groups, requesting each group to 
watch for something particular in 
the skit. For example, one group 
will watch for errors in the sales 
presentation, another group will at- 
tempt to analyze the effectiveness 
of the arguments for overcoming a 
specific objection of the buyer, e. g., 


“the chemical packs and cakes in 
the extinguisher.” 

After each skit, each group dis- 
cusses its problem and the skit in- 
formally tor several minutes in a 
round table discussion. This height- 
ens interest by providing audience 
participation and a change of pace 

The entire skit technique was an 
experiment by Ansul in improving 
and intensifying sales training. Aft- 
er the opening session, the distribu- 
tors were polled individually to find 
out if they would sponsor such skit 
showings for their own salesmen 
The group accepted the idea unan- 
imously. Ansul plans tentatively 
to present a refined and “slowed 
down” version (one criticism was 
that the sales arguments came too 
fast to sink in fully at a training 
session) at regional sales training 
meetings for distributor salesmen 
throughout the country. 

The technique was the brainchild 
of a committee of executives, in- 
cluding the Ansul sales management 
group, J. A. Cormack of J. A. Cor- 
mack Agency (Ansul’s advertising 
agency) and an outside consultant. 

Another highlight of the three- 
day distributors’ meeting was a col- 
or sound-film presentation by two 
sales engineers, describing in great 
detail the financial standing of five 
or six leading competitors and the 
advantages and disadvantages of the 
competitors’ products. 

Each competitor was taken up in 
turn. First, a breakdown of the 
competitor’s financial standing was 
projected on a screen, listing the 
company’s total cash and receiv- 
ables, inventory, fixed assets, bank 
loans, estimated sales, discounts to 
trade and other information that 
Ansul gleans from annual reports, 
Dunn & Bradstreet and other 
sources. A speaker discusses the 
figures while they are shown. 

Then, while color slides of the 
competitor’s equipment are shown 
in action on Ansul’s_ research 
grounds, an_ engineer 
product features and compares them 
with Ansul equipment. Comparisons 


discusses 


and discussion are realistic and ob- 
jective, with the emphasis on in- 
formation. 
Ansul 
competition in the dry chemical fire 
extinguisher field is “terrific” al- 
though Ansul, which got a head 


ontinued on page 160 


executives say that the 
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Four steps to evaluating inquiries 


. . whether duds or hot ones 


By Sidney Clayton Sidney Clayton & Associates, Chicago 


Some salesmen moan that most inquiries 
they get from the advertising department 
are a waste of time. If that’s true, some- 
thing's wrong. Some advertising man- 
agers moan about the difficulty . . the 
downright need of clairvoyance . . in dis- 
cerning whether an inquiry is good 
enough to turn over to the salesman or 
should be handled otherwise to save 
waste of his time. Here is a system that 
can help you lick the problem. 





® HOW MUCH is an inquiry worth, 
anyway ? 

Everyone on the advertising team 
has different ideas. Space repre- 
sentatives ef the so-called “inquiry 
type” papers will tell you with 
ringing conviction: “The volume of 
inquiries conclusively proves the 
worth of our publication and higher 
readership of your advertising when 
placed in our book.” 

Spaee representatives of the 
“non-inquiry” type of books talk 
about editorial readership, editorial 
penetration and the “climate” their 
book sets for your advertising. 
They graciously admit that both 
you, and they, know that “inquiries 
really aren’t important . . what you 
want is a selling job, and that’s 
what our book with editorial meat 
does . . sell your product.” 

The truth lies between the posi- 


P ™ 
Easy Grading . . When you divide in 
quiries into these four groups, it’s not so 
hard to grade them. Flow chart shows 


four grades . . and what to do with each 


tions expressed by the space sales- 
men of both types of books. 

I do not advocate “inquiry pull- 
ing” advertising per se. We seldom 
use coupons in our clients’ adver- 
tisements. We seldom place special 
emphasis on asking for an inquiry. 
We plan our advertising to tell the 
story we want to get across. When 
that is done, inquiries automatically 
result regardless of whether or not 
they are specifically pushed. 

It has been my experience that 
those advertisers who minimize the 
importance of inquiries usually do 
not have an adequate system for 
proper evaluation and use of in- 
quiries. Regardless of your views 
about advertising slanted to pull 
inquiries, you are certainly over- 
looking an excellent source of busi- 
ness if you mishandle or ignore 
them when they’re received. 

Inquiries do not mean automatic 
sales. Many are the work of idle 
curiosity seekers, of literature 
hounds, of competitors, of students 

. and some come from potential 
customers, the only kind we want 
to turn our sales force loose on. 

Now how do you separate the 
wheat from the chaff? Is there any 
positive, fool-proof way to do it? 
I don’t know of one; if I did I'd 
copyright the system and 
from the royalties that would roll 
in. But inquiry evaluation and uti- 
lization need not be merely a hit-or- 
miss proposition. The system de- 
scribed here is practical. It’s not 
the definitive answer by any means, 
but it is a simple, workable method 
of inquiry evaluation and use. 


retire 


The second 
of two articles 
on inquiry handling 


by Sidney Clayton 


Salesmen Skeptical . . The ulti- 
mate esteem of advertising inquiries 
rests with your sales force. I know 
salesmen who welcome inquiries. 
They are hungry for leads, and un- 
derstand full well that they are 
leads, not sales. I know salesmen 
who laugh at the value of inquiries, 
and use the inquiry sheet for tic- 
tac-toe games while waiting hours 
to see Mr. Obvious Buyer whom 
everyone else is also trying to sell. 
What causes these diametrically op- 
posed views? My answer is: ad- 
vertising people. 

The attitude of your sales force is 
ultimately determined by us, the 
advertising men who produce these 
inquiries. It goes way back to plan- 
ning, copy and layout. Early in the 
planning stage, you must decide on 
quality or quantity in producing in- 
quiries. It’s almost impossible to 
achieve both. 

Being a cautious guy, I say almost 
impossible. We all know the usual 
result . . even no offer of literature 
will initiate some inquiries, often 
many .. the buried offer will usual- 
ly produce more response than no 
offer . . the easily seen offer more 
than the buried offer . . the coupon 
more than a non-couponed offer . . 
and, of course, the entire message 
devoted to a free offer will usually 
produce a flood of inquiries. Now, 
what should we do with these in- 
quiries . . how good are they? To 
answer these questions, let’s con- 
sider a system for evaluating and 
utilizing your responses. 

If we are to keep salesmen en- 
thusiastic about following up in- 
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qguiries from advertising, they must 
be good. To be good inquiries, they 
must first be screened and qualified. 
Every qualified inquiry will not re- 
sult in a sale, but the batting aver 
age will be much higher than turn 
ing your sales force loose on every- 
thing that comes in. As industrial 
advertisers, there is no reason why 
we can't produce the right inquiries 
by proper planning, copy and lay- 
out of advertisements published in 
the specialized-market publications 


available to us 


Qualify the Offer . . Here's the 
Don't invite inquiries you 
Qualify your advertis- 


first step 

don't want 
ing offers; select your advertising 
media carefully; write and design 
your advertising to appeal primarily 
want 


to those individuals you 


You're right that isn’t easy, but 
good agencies working with good 
advertising managers are doing it 
every day. It requires work, plan- 
ning, work, research, work, testing, 
and work 


All right 


planned our advertising to attract 


we've consciously 


those people we want to respond 
Now let's set up a classification sys- 
tem for the inquiries that such ad- 
We know they 


all won't be tops, regardless of our 


vertising produces. 
carefully prepared message. Our 
agency recommends four classifica- 
tions to our clients which we've 
found workable: (1) unwanted, (2) 
marginal, (3) good, (4) superior 
Unwanted Inquiries . . How do 
we actually go about determining 
we don't want an inquiry? Can we 
do it by visual examination of the 
inquiry? Sometimes! Not all the 
time, but sometimes. If the inquiry 


is full of 


grammar and incoherent sentences, 


misspellings, childish 
it’s pretty safe to assume it’s a dud 

It's also a cinch that your sales- 
man would be pretty peeved about 
using his valuable time running it 
down However, there is always the 
million-to-one chance that maybe it 
is good. Even if it isn’t, you still 
want to make the inquirer a friend; 
no company ever gets big enough to 
dispense with good public relations 
Common business courtesy alone 
requires a reply to an inquiry, if 
for no other reason 


Answer every inquiry, keep every 
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inquirer a friend, but don’t waste 
your salesmen’s valuable time run- 
ning down obvious nixies. A printed 
card mailed without expensive lit- 
erature will do the trick and still 
leave the door open if you're mis- 
taken. 


more 


would ask for 
about the in- 


This card 
information 


quirer 


Marginal Inquiries . . You can’t 
afford to overlook a “marginal” type 
inquiry. This may be one where 
physical examination of a postcard 
or plain unprinted letterhead looks 
OK, but no company name is given 
or the company is unknown, or very 
small, or the address is in a resi- 
dential neighborhood. Can we af- 
ford to pass this one up with just a 
Certainly 
not! Can we afford to send our 


card acknowledgment? 
salesmen out on it? In most cases, 
no. However, an additional thou- 
sand press run of your literature is 
very economical, so you can afford 
to answer with literature, not just 
the buffer reply card used on the 
“unwanted” group. 

This inquiry may come from Mr. 
Buyer who has written from home, 
or doesn’t want your sales force 
breathing down his neck just yet, or 
doesn’t want competition to know 
he is interested in your particular 
product 

Answer these marginal inquiries 
by promptly mailing the literature 
Qualify them further 
before you turn your sales force 


they request. 


loose on what may be a dud. At- 
tach a card to invite them to ask 
for a salesman’s call; if it’s returned, 
they're a live one. If you have a 
volume of these “marginals,” that’s 
all you'll have time to do 


Good Inquiries . . Now let’s look 
This could 


even be from a well known com- 


at the “good” inquiry. 


pany which hasn’t any apparent ap- 
Per- 


haps a letter clearly defined the in- 


plication for your products 


terest of a logical prospect to build- 
ing up their technical file, which 
indicates a possible market for your 
product. Perhaps a well rated com- 
pany inquired with no clue about 
their interest 

In any case, it’s a company in 
which you can see some potential 
sales possibilities. Here is a “good” 


prospect for your salesmen. This 


one is well worth a personal call t 
deliver the literature requested 
and/or follow up the literature you 
mailed. This inquirer is 
want to 


already 
one your salesmen will 
meet even if it doesn't result in an 
immediate sale for heres fertile 
ground. Any sales manager worth 
his salt can spot this kind of in- 
quiry on sight, or after a couple of 
minutes’ work with his Dun and 
Bradstreet. 

Immediately acknowledge the 
“good” inquiry with the information 
requested. Use a sales followup by 
your sales force, perhaps not the 
very next day, but soon. A form 
“thank you” letter from your sales 
manager after the sales call will do 
some good too, regardless of any 
immediate deal in sight or not. 


Superior Inquiries . . Now heres 
the one that makes your sales man- 
ager glow with warmth for adver- 
his advertising manager 
a defi- 


tising 
and his advertising agency . . 
nite expression of interest from a 
top company, long recognized and 
cultivated as a prime prospect. One 
who can buy $$$$$$$$$$ worth of 
your product. 

Obviously this inquiry 
immediate han- 


requires 
personalized and 
dling. It is recognizable as “su- 
perior” even by your mail clerk 
This calls for quick personal atten- 
tion from your sales force. The full 
treatment, naturally. Any company 
in business knows how to do this: 
or they are dead, as they will sooner 
or later discover. 

Producing this “superior” type of 
inquiry is a common result of a well 
planned advertising program. How- 
ever if you haven’t set up a system 
to spot superior inquiries when they 
come in, you may miss them in the 

. “just another advertising inquiry” 
routine. The steps outlined for the 
unwanted, marginal and good in- 
quiries also turn up a very worth- 
while quantity of superior caliber 
But like diamonds, you have to 
mine, cut and polish them before 
you and your sales force may recog- 


nize they are gems. 


Don’t Waste Names . . Now, do 
we forget the name once the in- 
quiry has been handled? Not if 
you want that advertising to pay off 


in dollars and cents. Inquiries cost 





TO YOUR 1953 
MARINE MARKET 


Here are two efficient sales tools for getting 
and keeping business in the profitable, ex- 
panding marine market. First is Marine Engt- 
neering, as proved by the points of leadership 


listed at lower right. 


Then to round out your campaign you need 
Marine Catalog and Directory, the unique 
buyers’ guide which gets regular and constant 
use by your customers in the marine field. 
When you use the Marine Catalog your cata- 
log information is never lost or buried in 
prospects’ files. Instead, it remains instantly 
available whenever the questions “who makes 
it?” “where can I buy it?” pop up. 


Carefully indexed by product and _ trade 
name, the Marine Catalog is a valuable ref- 
erence source of buying information in the 
offices of ship operators, shipbuilders, naval 
architects, marine engineers and ship chand- 
lers. Your salesman can’t always be Johnny- 
on-the-spot when orders are placed or con- 
templated, but you can nevertheless be there 
if your catalog information is part of the 


Marine Catalog. 


The 1953 Marine Catalog closes February 2. 
Plan now to be in. Write today for full infor- 
mation, including attractive, money-saving 
combination advertising rates for the Marine 
Catalog and Marine Engineering. Write 
Marine Engineering, ‘30 Church Street, New 
York 7. 


MARINE CATALOG 
od DIRECTORY 


1953) 


, 
FINDS AND 
DEVELOPS 


POTENTIAL 
CUSTOMERS 


HELPS 
CUSTOMERS E> 
FIND YOU 


MARINE ENGINEERING 











Marine Engineering offers advertisers (1) largest average paid audited 
circulation; (2) effective buying power coverage among shore personnel of 
every important ship operating company; (3) leadership in coverage of 
influential sea-going chief engineers—by 61%; (4) coverage of every active 
hipbuilding pany; (5) leadership in editorial service and verified 


readership; (6) leadership in advertising pages—64% more than the second 





publication during first nine months of 1952. Full details are found in our 


latest revised report, “Selling the Marine Market,” free on request. 


Marin@ ENGINEERING 


a simmons-boardman publication 
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CHECK LIST 


of every 


industrial marketer's 


y 


O 


basic 
catalog needs 


design 

to provide the specialized in- 
formation needed by buyers 
in specific market groups, 
make this information easy 
to find, and prompt the de- 
sired buying action 


[_] production 


to meet quality standards at 
reasonable costs. 


[_] market coverage 


to reach all important poten- 
tial buyers, to the point of 
diminishing returns. 


accessibility 
to capitalize buying interest 
immediately. 


coordination 

to improve performance of 
the catalog, along with that 
of advertising and personal 
selling, in an over-all mar- 


keting plan. 


.. there's more to 


good catalog 
les | oT than just good layout 


Long before you begin to think about layout, you have to study your 
prospects’ information needs and determine what should go into your 
catalog. That’s where catalog design really starts, because format can 
never offset the shortcomings of inadequate contents. 

It will help you to ask yourself such questions as: What kind of 
prospects will use this catalog? Which of my products do they buy? 
How do they use them? What do I want a prospect to do after he con- 
sults this catalog? 

Then, through your answers, you begin to see your catalog in action, 
doing the job you expect of it helping buyers to buy from you. You 
won't be satisfied to make your catalog a mere ‘“‘enumeration of items.’? 
You will be sure that it interprets your products in terms of your pros- 
pects’ needs— also that it tells how to take the next buying step. 

If you have different groups of prospects with different needs, you 
will consider the advantage of designing specialized catalogs—one for 
each group. A good many industrial marketers have found this plan 
both effective and economical. 

Good catalog design contemplates first, a definite objective, then 
planning each step toward that objective. This is the basis of Sweet’s 
approach to its clients’ catalog design problems. 


Help on any one or on all of these cat- 
alog needs can be supplied by Sweet's 
design, production and distribution 
services. 


Sweet's Catalog 


Service 


‘ * 
‘ers market-sp g 





designers, producers and distributors of 
DIVISION OF F. W. DODGE CORPORATIO 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 


Boston Buffalo Chicago Cincinnati Cleveland Detroit LosAngeles Philadelphia Pittsburgh St. Louis 





here's how Sweet's works 
with industrial 

marketers to 

help them 

design catalogs: 


1. Helps analyze products, markets, 
and marketing procedure to deter- 
mine which specific buying groups 
require separate catalogs. 


2. Helps determine the scope of 
information to be included, consid- 
ering the buying stage at which it 
will be used, the buyer’s informa- 
tion needs, and the kind of buying 
action desired, e. g. specification of 
the product, invitation for a sales 
call, direct order. 


3. Helps organize contents so that 
grouping and sequence of subject 
matter will make a catalog easy to 
use and to understand. 


4. Prepares rough dummy with 
format, captions, copy and cuts in- 
dicated; incorporates complete spec- 
ifications into a finished dummy. 


Sweet’s has had a lot of experience in 
the determination of the content and 
format of catalogs specialized for the 
separate information needs of buyers 
in five separate markets: 


@ plant engineering 

@ product engineering 
@ general building 

@ industrial construction 
@ light construction 








How we get what we need 
in Catalog Design 


By N. A. Schuele, 
Advertising Manager, Revere Copper & Brass, Incorporated 


In the 30 years we have retained 
Sweet’s Catalog Service, we have 
come to regard them as an impor- 
tant adjunct to our catalog depart- 
ment and depend on them for 
specialized needs in the catalog line. 
The need that comes first to mind, 
because it is the starting point for 
good catalog performance, is prepa- 
ration of the right kind of catalogs 
for many of the markets in which 
Revere products are bought. 

The most recent example of such 
a catalog (we have nine) is the one 
describing Revere aluminum. This 
was an exacting job, requiring a high 
degree of design skill and consider- 
able inventiveness in order to make 
it both useful and visually attrac- 
tive. As usual, the finished catalog 
met all the requirements and ful- 
filled our expectations. 

In consultation with Sweet’s we 
laid down the specifications for this 
job somewhat as follows: 

Objective—to create opportunities 
for Revere salesmen and technical 
advisors to consult with prospective 
customers on the application of 
Revere aluminum products to their 
specific needs. 

Scope — a specialized presentation 
for engineers concerned with prod- 
uct design; comprehensive enough 
to indicate the wide variety of ap- 
plications, but making no pretense 
of being a complete engineering 
handbook. 

Content—advantages of aluminum 
as a material; application of Revere 
extruded shapes, tube and pipe, 
coiled sheet; properties of Revere 
aluminum alloys; fabrication meth- 
ods and resulting excellence of 
product; manufacturing facilities; 
Revere’s qualifications as expert 
technical advisors; how and where 
to get their advisory services. 

On receiving this assignment, a 
Sweet’s consultant, working with 
our own catalog department, went 
to our Aluminum Division in Balti- 
more where he spent several days 
consulting with our research, pro- 
duction and sales people, returning 
with a large amount of information 


and material which he then pro- 
ceeded to sift and to organize in 
rough preliminary form. This was 
probably the most difficult and time- 
consuming phase of the work, on 
which the success of the cataleg 
depended. 

We soon reached agreement on the 
general format of our new catalog 
and from this point worked closely 
with Sweet’s to check all data for 
accuracy. Then came the matter of 
final layout. 

There is no good reason why 
utility must go hand in hand with 
drabness. Moreover, especially as 
many people did not associate 
Revere with aluminum, we wanted 
this catalog to have as much visual 
interest as possible, consistent with 
good taste. 

Here again, Sweet’s came up with 
the right answer. Employing a free 
style, unconventional but certainly 
not fancy, they developed a pattern 
in which content and layout com- 
plemented each other in pleasing 
and stimulating form. Color—black, 
blue and aluminum—played an im- 
portant part in the general effect. 

The front cover of the catalog 
quickly identifies the products with 
the producer. The first two-page 
unit offers a quick summary of the 
advantages of aluminum and of 
Revere’s practical experience in the 
non-ferrous metal field. Illustrations 
show typical applications. A brief 
index serves as a guide to contents. 
The following three spreads (or 
visual units) deal respectively with 
extruded shapes, tube and pipe, and 
coiled sheet. Each carries illustra- 
tions of applications to specific prod- 
ucts. These are followed by a table 
giving properties of a variety of 
aluminum alloys and the forms in 
which they are available. The back 
cover gives information on Revere 
Technical Advisory Service and a 
list of division offices and mills and 
also district sales offices, including 
addresses, telephone and _ teletype 
numbers, by means of which inter- 
ested prospects can get in quick 
touch with our nearest office. 
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Company presidents praise, condemn 


new, extensive annual reports 


The annual report has become a new public relations medium for some companies, which 
have expanded its contents and format greatly. Other companies have scorned this idea, 
and have confined their reports to only the financial data required. To sample the opin- 
ions of management on the subject and to learn what changes they have made in their 
> annual reports, Industrial Marketing asked a group of executives these questions: 


Does your annual report contain additional information beyond what is required by law? 
| For instance, do you include charts and data on company organization, products, busi- 
‘ ness trends, advertising and sales promotion activities, biographies of directors? 


What reactions and results have you obtained from these additions . . 


annual report in general? 


Is your annual report distributed to anyone other than your stockholders? 
Why? Management's answers were as follows: 


and from your 


To whom? 





® 1 HARDLY feel I am qualified to 
make any comments on annual re- 
ports, because this company hap- 
pens to be a closed corporation and 
we don’t tell anybody “nothin’ no- 
how.” On the general subject, I do 
receive 60 or 70 of these annual re- 
ports every year from stocks which 
I happen to own, and I am not too 
well impressed with most of them 
The trend has been to get them 
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altogether too complicated . . to 
build a master book which tries to 
do four or five things at once. That 
is: tries to give an annual report; 
butter up the stockholders; sweeten 
the labor unions; write a history of 
all the operations in Venezuela and 
all this sort of thing. 

On the other hand, some of these 
annual reports, particularly from 
the utilities, fail to answer the one 
question I want to find fast . . “How 
much per share did the company 
earn last year and how much did 
they pay last year” . . as I immedi- 
ately relate this to the purchase 
price of the stock to see how things 
are going. 

It seems to me the first thing to 
do in getting up one of these reports 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


is to define the objective. 

I suspect that most of them are 
about five times too long and they 
are not read. I can also add the 
comments of my daughters (who 
own stocks) when they get reports 
which are fancy . . two or three col- 
ors, etc. They say, “Well, this is all 
very good, but why spend all this 
money sending out tens of thou- 
sands of these fancy reports?” I 
know that my ladies do not pay the 
slightest attention to all the text 
and all the pictures, and they would 
like about a two paragraph report 

. namely: “We made so much per 
share” . . “We paid dividends of so 
much” . . “We hope for improve- 
ments from this or that new prod- 
uct” . . “Everything is lovely” . . or 
“Everything is not lovely because of 
reasons 1, 2 and 3.” 


J. L. Holloway 
President 
Crane C 
Chicago 


® IN THE last few years we have 
materially expanded our annual re- 
port to shareholders. The custom- 
ary certified financial statements for 
the current year are supplemented 
by a summary of pertinent statisti- 
cal data with comparable data for 
the preceding year. We also include 
in narrative form a statement of the 
important developments in our op- 





Studies Show: 


A REPEATED ADVERTISEMENT IS SEEN AND READ 
BY AS MANY READERS AS IT ORIGINALLY ATTRACTED 


From the standpoint of visibility and 
readership—and certainly produc- 
tion costs—it will pay you to repeat 
one of your good advertisements. 
Thorough studies prove this. So does 
the fact that more and more adver- 
tisers are adopting this practice. 
Here are the results of one such study. 


PROJECT: To determine the rela- 
tive effectiveness of using identical 
advertising copy over and over again 
in different repeat patterns in the 
same publication. 


PROCEDURES Thirteen surveys, 
each averaging 220 completed field 
interviews among a total of 2,865 
readers of two leading business mag- 
azines. Rating figures were devel- 


oped for all of the advertisements in 
each publication to determine their 
true observation and readership. 


RESULT: 





GENERAL EFFECT OF 
REPEATING AN ADVERTISEMENT 
People who saw Readers who recall 


and read original previous — 
insertion 


ORIGINAL FIRST SECOND THIRD 
INSERTION REPEAT REPEAT REPEAT 











1947 


CONCLUSIONS When an adver- 
tisement is repeated, it attracts as 
many “‘new’’ readers as it did when 
it originally appeared. 


* * 


Other evidence (and more informa- 
tion on the above study) are avail- 
able through our Research Depart- 
ment’s Laboratory of Advertising 
Performance. If you have questions 
regarding color, position, size of ad- 
vertisements, advertising effective- 
ness ... or want facts regarding busi- 
ness paper advertising, we may have 
the results of some specific study 
that will help you. Ask your McGraw- 
Hill man. 


McGRAW-HILL PUBLISHING seats INC. 


@ 330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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“lL was formerly Metallurgical Engineer, then Assistant Works 
Manager, now Works Manager. Because of my engineering 
background, | continue to specify materials going into our prod- 
ucts. | decide on production equipment, including heat treating 
furnaces, grinders, abrasives and coolants."’ 


WORKS MANAGER for a company 
making Small Tools and Gauges 


‘We prepare method specifications, including metal joining, heat 
treating, cleaning and plating. We do the groundwork on new 
materials and help Purchasing select suppliers of copper, steel, 
aluminum, stainless steels and magnetic materials." 


MGR. MATERIAL & PROCESS ENGINEERING 
for a Builder of Electrical Apparatus 


‘| read Metal Progress to expand my knowledge of welding and 
heat treating. To be better able to help select the many metals 


our cnempenny tna CHIEF CHEMIST for an 
Airplane Manufacturer 


“| direct our casting, heat treating and finishing departments. 
| have complete control of the selection of metals —recommend 
sources for aluminum, steel, non-sparking bronzes." 
METALLURGIST for a 
Wrench Manufacturer 


REE IEEE IS AI ANN NL RIE oman OR LE eNsit a, 


MOET 


‘I'm called in on the purchase of everything; selection of steels, 
iron, aluminum, bronzes, melting and heat treating furnaces, 
foundry equipment, and instruments. I've been reading Metal 


Progress from its start. PRESIDENT of a company 
making Gears and Assemblies 


‘In developing products, | help select steel and aluminum alloys 
for them. | also have to find sources for new materials and, of 
course, | can cut off a source if it proves unsatisfactory." 


DIRECTOR RESEARCH & DEVELOPMENT 
for a Chain and Hoist Manufacturer 


You reach 20,000 of 
these Metals Engineers through 
Men with every kind of title, in manufacturing 
plants everywhere, are consistent readers of Metal 
Progress—using this Engineering Magazine of the 
Metal Industry to keep abreast of developments in 
metals and methods of processing them. 


If] ress A publication of the nerican Society for Metals 
/ 7301. EUCLID AVENUE + CLEVELAND 3, OHIO 








erations and in so far as practical 
our intentions regarding important 
future developments 

In addition it has been our recent 
practice to include eight pages in 
color, picturing products typical of 
our operations and illustrative of 
their use. This has been of con- 
siderable importance in informing 
the shareholders and other readers 
of the diversity of our products and 
their application 

We also show in our annual re- 
port the names of our subsidiaries, 
plant locations, executive personnel 
at each plant and the location and 
local address of each of our branch 
operations as well as names of our 
directors and officers. 

The annual report is distributed 
to all shareholders, company loca- 
tions and banks where the company 
maintains accounts. We also cover 
certain groups of known interest, 
such as financial editors and other 
members of the financial field 

The reactions to the changes in 
our annual report have been gen- 
erally favorable and we _ believe 
have justified the added cost of the 
more comprehensive report 


Paul Nicholson, Jr. 


@ WE CONSIDER our annual report 
an important channel of communi- 
cation between management and 
stockholders, and in the preparation 
of this report we establish several 
specific objectives 

Our report must reflect the qual- 
ity of the company’s products 
through its own quality as a printed 
mailing piece. Careful attention is 
paid to layout, color, illustrations 
and type 

Of major importance is the presi- 
dent’s annual letter to the stock- 
holders, which reviews the year's 
activities, discusses the financial 
position of the company and fore- 
casts the immediate future as it is 
seen through management's eyes 
Every effort is made to give our 
stockholders the important facts in 
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plain, non-technical language 

We also use two pages of our re- 
port to acquaint stockholders with 
our products. One year we fea- 
ture standard items and the next 
year we may illustrate special pur- 
pose items which are exclusive with 
our company. 

Marketing operations are also de- 
scribed from time to time. The 
sales problems and opportunities of 
our export department have been 
featured and the national advertis- 
ing to the domestic markets has 
proved of genuine interest. 

The reactions to the annual report 
have been favorable from 
stockholders and others who are in- 


most 


terested in the company’s progress 
While the report is regularly mailed 
stockholders, 


only to copies are 


available to others upon request 


F. W. Specht 


& 


® FOR SEVERAL years our annual re- 
port has given our stockholders an 
account of the year’s operations in 
every division of the business. We 
also include a summary of the effect 
on our business of general economic 
conditions, livestock production, 
market price movements, govern- 
ment regulations and other perti- 
nent factors 

We believe that an annual report 
should assure the stockholders that 
management is aware of all matters 
pertaining to the company’s interest 
and has adequate plans in effect to 
meet each situation as it arises. 

It is obvious that thorough re- 
porting of a company’s progress for 
the year requires more than the 
customary financial statements. It 
requires text, graphs and pictures 

In addition to our stockholders, 
our annual report goes to an exten- 
sive list of banks, investment brok- 
ers, editors, libraries and other peo- 
ple who are interested in the com- 
pany’s affairs. We are glad to add 
the name of anyone who has a seri- 
ous interest in our business to our 
annual report mailing list 


John R. Hurley 
President 
Thor C 


® OUR GENERAL over-all policy in 
preparing an annual report is to 
give our stockholders not only what 
information is required by law, but 
to try to acquaint them with what 
is going on in their company in or- 
der that we may develop greater in- 
terest on their part. For example, 
if we bring out a new product dur- 
ing the course of the year, we de- 
scribe it, picture it, and tell how it 
is being accepted on the market. 
We try to illustrate our statement 
with pictures we think will be of in- 
terest, such as pictures of plants, 
products, and individuals. 

In the financial part of our report, 
we have tried to explain in an in- 
teresting way the financial position 
of the without merely 
showing a set of cold financial state- 
ments. This we do because we real- 
ize that most of our stockholders are 


company 


not accountants. 

Our annual report is distributed 
not only to stockholders, but also to 
investment houses and to our cus- 
tomers. 

Reactions to our treatment of the 
annual report have been very good. 
We have received very many favor- 
able comments from our stockhold- 
ers as well as having been cited by 
financial magazines for the work we 
are attempting to do. 


J. 


C. Markey 


esident 


® ARO EQUIPMENT CoRP., in prepara- 
tion of its annual report, of course 
meets the legal requirements estab- 
lished by the Securities & Exchange 
Commission and the Ohio General 
Corporation Law as revised in Sep- 
tember, 1949. 

In addition, however, we recog- 
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Birds of a feather 

do flock together. 
And the association 
of fine printing 

with fine merchandise 
is inevitable. 

Achieve quality in 


vour printing by 


usl ng coa ted paper 


from the Cantine mill 
—64 years old and 


nodern as tomorrow. 


LETTERPRESS: Hi-Arts, Ashokan, M-C Folding Book and Cover, 
Zena, Catskill, Velvetone, Softone, Esopus Tints, Esopus Postcard 


OFFSET-LITHO: Hi-Arts Litho C.1S., Zenagloss Offset C.2S. Book and Cover, 

Lithogloss ¢ AS., Catskill Litho C.1S., Catskill Offset C.2S., Esopus Postcard C.2S. 

THE MARTIN CANTINE COMPANY, Saugerties, N. Y. 

Specialists in Coated Papers Since 1888 

Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco: Wylie & Davis) 











To get into the plant, 
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get into FACTORY 


..» because survey after survey shows that 
Plant Operating is the most important group 
in the buying of most products 


used in industry. 


...and because more Plant 
Operating Men pay to read FACTORY 


than any other industrial magazine. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street * New York 36, New York 
ABC * ABP 
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The Plant Operating Group 





Is Trade Show Traffic Logical? . . 


Booth location isn’t vital. . 


demonstration is, study finds 


By R. W. Mulcahy 


Nine leading exhibitors at an office equip 
ment show. how many visitors they at 
tracted, how much space they used and 
what types of exhibit methods they used 
to do the job are analyzed in this unique 
study . . from which you and the author 
can draw important conclusions. 





@® YOU CAN ATTRACT more visitors 
to your trade show exhibit with a 


well-staged product demonstration 
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than with an eye-catching but un- 
related gadget whether it’s a 
roulette wheel or a plunging neck- 
line 

And where your exhibit is located 
isn’t very important 

Neither, apparently, is the num- 
ber of products you promote in 
your booth. 

These are the findings of a study 
of major exhibitors whose exhibit 
techniques were noted and whose 


booth attendance was tabulated and 
compared at regular intervals 
throughout the day at the 1952 of- 
fice equipment show of the National 
Office Management Association. 

Of nine leading exhibitors at this 
prosperous and well-attended (30,- 
749 visitors) show, the six exhib- 
itors with highest attendance used 
flashy, effective demonstrations of 
a product . . whereas the remaining 
three with less attendance included 
two exhibitors who used tricky, un- 
related gadgets. 

Gadgets and stunts at the show 
included beating a desk leg on an 
anvil to show its apparent inde- 
structibility, immersing a duplicat- 
ing master in a fish tank, employ- 
ing comely demonstrators with 
plunging necklines, photographing 
visitors with self-developing cam- 
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Flow . . Study showed traffic entering hall moves largely to right 


in individual | 


sume 


eras and pinning boutonnieres on 
male visitors. 

Other conclusions based on find- 
ings of the study include: 

1. Each exhibit on your yearly 
schedule . . and the whole schedule 
itself should be merchandised 
throughout your company and your 
distributor organization. Everyone 
who can profit by these exhibits 
should be told just how he will 
profit, and what he will need to do. 
Part of the job for every sales man- 
ager, distributor and salesman will 
be discovering who among his cus- 
tomers and prospects will be inter- 
ested in the show and will attend. 
He will then invite these people to 
stop in at the exhibit and meet the 
boys. In return he will get contact 
reports from the exhibit. 

2. A trade show exhibit 


is for 


ths showed location means little . . striking pr 


highly competent personnel only. 
They will meet the customers, dis- 
cuss price and quality against com- 
petition only 10 or more feet away, 
ferret out significant information, 
write up factual contact reports and 
perhaps some orders. These are no 
tasks for the undeveloped skills of 
the tyro. And yet, you sometimes 
find exhibitors sending raw recruits 
to an exhibit . . to “get some ex- 
perience.” 

3. Sales-lead information should 
be faithfully gathered by competent 
personnel and__ distributed 
promptly. If any lack of coopera- 
tion on the local level is suspected, 
follow-up reports can be required. 

Some of these conclusions, such 
as the one that good product dem- 
onstrations will outpull plunging 
necklines, are controversial. Others 


are fundamental. All are substan- 
tiated by the findings of the study 

The findings and the method of 
the study shaped up something like 
this: 

The National Office Management 
Association’s show (referred to in 
the the NOMA show), 
which moves each year to a differ- 
ent city, was a good guinea pig for 
the study because office appliance 
people believe thoroughly in the 
value of trade spend 
plenty of money, time and effort in 
planning and obtaining results. The 
1952 show was held in Civic Audi- 
torium, San Francisco. 

Exhibitors have no question about 
the quality of the attendance be- 
cause they themselves control more 
than half by distributing tickets to 
their customers and prospects either 


trade as 


shows and 
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OUTSIDE . .. the new Wering Mixer has @ smart look, 

© comfortable grip, light weight. The housing is 

zine die casting, finished in white eneme! 

end chrome; the handle is molded plastics; the switch « 
beryitium copper stamping. The mixer is planned 

te meet specific consumer demonds—at low cost. 


INSIDE .. . the designer devised a moter with gear drive 
end leads ali in one vnit—with « 17.5 te 1 

gear reduction—to fit the small space. 

He developed a new small three-speed switch, 

tapping one of the two ficid coils to get speeds 

fer whipping, beating and heovy mixing. 

The functions of engineering design 

end appearance design were fully integrated. 
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It’s odd, but a few people still hold to the notion 
that engineering design is at loggerheads with 
appearance design . . . or at least a different 
kettle of fish. Not by a long sight! 


Take the new Waring Mixor The designer 
wanted a slim, smart outside shape. The con- 
ventional motor wouldn’t fit, so a new one was 
designed. Die cast housing and plastic handle 
were picked to meet both performance and 
looks tests . . . and for low cost, too. The three- 
speed switch was a strictly technical design 
problem . . . but it had to fit exterior design 
limitations. The assignment was to develop a 
hand mixer that performs like a big mixer. . . 
looks like a million . . . and sells fast. The result 
was a fine example of integrated design. 


This is what’s happening to all kinds of prod- 
ucts today, from mixers to molding machines, 
ranges to riveters. For integrated designing is 
increasingly important in the development of 
electrically operated machines, appliances and 
equipment. 


At the focusof this movement is ELECTRICAL 
MANUFACTURING. It goes really deep into 


IN THE CURRENT ISSUE... 


The answer 18: INTEGRATED DESIGN 


the technical problems involved in every phase 
of the design job. It analyzes the electrical, 
electronic, mechanical, materials and appear- 
ance problems. It even digs into the closely 
linked question of human engineering: what 
makes people tick . . . what kind of designing 
makes them buy. 


That’s whyELECTRICAL MANUFACTURING 
is so vital to the men responsible for the design 
engineering of electrically operated products. 
It interprets new methods, new materials, new 
ways to apply the vast rush of new technical 
knowledge. And it analyzes, with the same 
thoroughness, all the overlapping factors that 
make electrically operated products, from air 
conditioners to axle grinders, work better—and 
sell better. 


Inthisway, ELECTRICALMANUFACTURING 
makes one integrated market out of the makers 
of over 1,900 different types of electrically oper- 
ated products . . . at the level where all the 
materials and components are designed into the 
product and written into the specs. It’s the 
place to sell . . . and sell hard . . . to keep 
growing with America’s most dynamic market. 


. you'll find the WHAT, HOW and WHY of 


ADJUSTABLE-SPEED DRIVES; TRANSISTORS and their circuits; SILICONE RUBBER 


COMPONENTS; HIGH-SPEED MAGNETIC AMPLIFIERS... 


Electrical 


Manufacturing aa 


THE GAGE PUBLISHING COMPANY 
1250 Sixt! Avenue, New York 20,N. Y. + Pu 


a 
ROMY maGazine OF A 


THE 


. and much more. 


Electrical | 
Manufacturing 


ae ta ote nd Rete Ne ae 


shers to Industry Since 1892 


homie MARKET 
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Number of 
sq. ft. 


Number of Estimated Net count Range in Median bs 
number of number of Space 
booth booth per- per 
visitors centile visitor 


through the mails, or directly by 


number of of show 
booth visitors 


salesmen on their calls In persons 


addition, NOMA contributes its own in 


the 


visitors 


embership, meeting in convention 
a hard core of professional office 
anagers and methods experts 

a relationshi; 


There obviously 


booth traffic and results 


where some qualifica 
lis i vity has been estab 
in NOMA’s case It would 
ollow then that the 

afl brought into an) 

woth (being withdrawn meanwt 


rom those ol competitor! eis 


vhere) the better the results for 


the exhibitor It also would appeal 
that this establishes the efficiency 
f an exhibit when we ighed against 
the amount of space and personne! 
equired 

The accompanying tabular illus- 
tration gives the basic facts of the 


urvey: an average of how many 
versons were found in each booth 
times, how were 


at salient many 


isitors and how many company 


versonnel, what the range and me- 
lian of net activity were, how the 
exhibitors compared in space used, 
ind finally, how they ranked in ac- 
tivity for each square foot of booth 
space 

Admittedly, this tabulation is vul- 
1erable because science Was slighted 
n face of necessity Observations 
were made between other duties, 
and in rotation by one person, in- 
stead of simultaneously by nine 
Booth personnel were estimated 

Care was taken to obtain reason- 
however 


ably accurate _ statistics, 


nach =observation was completed 
within a 15-minute period to min- 
imize shifting of visitors from booth 
to booth. Since only nine booth 
areas could be observed within this 
period the survey was limited to 
eight major exhibitors in the main 
arena and one in an adjoining wing 

These nine are primarily manu- 
facturers and distributors of busi- 
ness machines, which provides a 
fairly common ground for compari- 
son. They make, sell and service 
tabulating, mailing, addressing, dic- 
tating, duplicating, accounting, fold- 
ing, and bookkeeping machines: 
postage meters; filing and business 
systems equipment The survey 
was limited to machinery booths to 
unfair between 


avoid comparison 


operating displays and static exhib- 
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Exhibitor booth personnel in booth 





A 20 


B 20 


Attraction Power. . 


furniture, stationery items, 
and office Some 


chandise of this nature did turn up 


its of 
supplies mer- 
but only incidentally . . in the 
booths of the exhibitors surveyed 

The show operated nine hours 
daily, and observations were made 
at: 2 p.m., one hour after the audi- 
torium opened for the day; 3 p.m., 
apparent traffic peak for the after- 
noon; 4:30 p.m., when aisle traffic 
was beginning to fall off; 7:15 p.m., 
as the evening's heavy volume got 
under way; 9 p.m., one hour before 
closing when the day’s _ traffic 
reached its crest 

A breakdown of the show’s 30,749 
visitors was as follows. Monday, 
May 19, attendance, 6,212; Tuesday, 
7,934; Wednesday, 8,334; Thursday, 
8,259 
ond, third and fourth days of the 
other 


many visitors were in 


The survey covered the sec- 


show and revealed, among 
things, how 
each of the surveyed booths at sali- 
ent times during the day. 

The survey covered from 22 to 
29°, of the entire event, depending 
on how you figure it. Space-wise, 
the nine exhibitors studied occupied 
9,000 square feet 
the total usable floor area offered 
on NOMA’s original layout of the 
San Francisco auditorium, includ- 
ing Larkin and Polk halls. Assum- 
ing that the average visitor would 
spend one and one-half hours in- 
specting the entire show of 108 ex- 
hibits, it would appear that the nine 
major exhibitors surveyed had a 
of all attendance 


some 29% of 


minimum of 22¢ 


36-94 100.0 
36-85 é 92.2 
32-64 
28-51 
20-50 

6-28 

2-25 

1-23 


0-18 


in their booths at any time. 

This sampling should be sufficient 
to establish some generalizations 
raised by the tabulated statistics. 

How important is space location? 
Allowing for a few obvious “dogs,” 
all space seems good. It’s not the 
space itself, but what’s done with 
it that matters. Exhibitors A, C 
and D had highly preferred space 
close to the front doors. B and I 
were in the rear of the main arena. 
E was in an adjoining hall. F, G, 
and H had preferred space in the 
center of the auditorium. 

The traffic movement illustration 
was developed to amplify sugges- 
contained in the previous 
It was created from ob- 


tions 
paragraph. 
servations made from the balcony 
following each booth count. The 
main line of flow was established 
by observing not only the bulk of 
the crowd in motion, but also by 
following the progress of individuals 
picked at random as they strolled 
through the hall. There seems to 
be a natural tendency to move to 
the right; racers whether afoot, on 
horseback, on bicycle, or in auto- 
mobile, all move counter-clockwise 

Significance of this movement lay 
in the fact that the bulk of traffic 
made a half-turn about the hall 
before dispersing into transverse 
channels. Which poses the ques- 
tion: 

Why scramble for space near the 
front doors when the bulk of traffic 
goes right by? 

Office Executives Association of 





What's In It 
For You? 





What's In It For 


Tool Engineers? 


In THE TOOL ENGINEER you have a tailor-made 
market of over 21,000 tool engineers—the men in 
industry who are in the position to specify your 
metalworking product or process. 

Your advertisement in the “Professional Journal 
of the Tool Engineering Profession” commands top 
attention from these men—the alert men of indus- 
try. They look for new ideas as if their jobs depend 
on them. They do. More and more advertisers are 
recognizing these facts. THE TOOL ENGINEER 
has the largest increase in number of advertisers 
and advertising pages of any metalworking publica- 
tion. There are more sales ahead for you—because 
of what's in it for tool engineers. 


Tool engineers look forward to THE TOOL 
ENGINEER every month because it is the one 
magazine published for their profession. Between 
its covers, they find new ideas about new products, 
processes, techniques. 


Of major concern to these men are production 
costs, and quantity and quality of production. 
THE TOOL ENGINEER is devoted to such subjects 
exclusively. 

Tool engineers rely upon the information end 
new ideas packed into each issue of THE TOOL 
ENGINEER—on both the editorial and advertising 
pages. 

At their own reauest, 82.6% of its readers have 
THE TOOL ENGINEER sent to their homes. Here, 
away from the distracting atmosphere of the office, 
they have more time for the entire content of their 
favorite magazine. 

For reaching the men who select and specify 
your product or process, your one sure medium is 
THE TOOL ENGINEER. 


Publication of The American Society of Tool Engineers 
ASTE Building, 10700 Puritan Avenue, Detroit 21, Michigan 





New York, Inc., sponsor of the New 
York National Business Show, ap- 
parently is trying to cope with this 
counter-clockwise tendency by 
forcing traffic off the hall’s periph- 
ery and into wide transverses by 
means of a sort of supermarket 
island technique. If successful, the 
technique would permit many ex- 
hibitors to get their traffic from 
three directions instead of one. 

But whether the traffic comes 
from the front, side or rear is im- 
material just so it does come . . and 
finds something interesting in the 
booth with personnel 
equipped to discuss it. Note the 
parallel between the figures in the 
column of estimated booth person- 
nel and those of total booth visitors. 


together 


More Employes. . Is it coinciden- 
tal that the top five exhibitors had 
at least twice as many employes on 
the job as did the bottom four, and 
that they enjoyed from two to seven 
times as much traffic? Space has 
something to do with this situation, 
but how much in view of the figures 
showing the range and median 
number of booth visitors? In par- 
ticular, compare the figures for Ex- 
hibitors E, F and G . . who had al- 
most the same amounts of space. 

Exhibitors A, C and D had iden- 
tical amounts of space, the most of 
any of the nine organizations ob- 
served. Exhibitor B had 92.2% as 
much, E had 69.4% as much, and so 
on. Exhibitor A had the highest 
traffic volume, and enjoyed the best 
net activity factor . . one visitor for 
each 22.1 square feet of booth space. 
Exhibitor B, with only 92.2°, had 
one visitor for each 22.5 square feet. 
Exhibitor E, located in a wing of 
the auditorium, had only 69.4% as 
much as A, C and D, and landed 
third in efficiency with one visitor 
for each 28.6 square feet. This was 
decidedly better than Exhibitors C 
and D, who were in the main hall 
and had a third more space in which 
to demonstrate equipment and en- 
tertain visitors. 

As one might expect, the larger 
booths (shown in the space per- 
centile column) attracted the most 
visitors, as a rule. But an interest- 
ing point is that, in general, the 
survey and tabulation shows that 
the larger your booth the more vis- 
itors you get per square foot of 


space . . or, put another way, the 
less space you are having to buy 
per visitor. 

The fact that the exhibitors us- 
ing product demonstrations pulled 
more visitors than gadget users 
suggests that unless stunts are re- 
lated directly to the product in 
terms of the visitors’ self-interest, 
perhaps exhibitors would be just 
as well off without them. Even 
when he’s convinced that a product 
or service will affect his profits fa- 
vorably, the American business man 
is apt to be pretty hardheaded; and 
what is there to show that any un- 
related stunt makes more than a 
transient impression? (Except for 
plunging necklines. And it well 
could be as some exhibit men 
say .. that plunging necklines tend 
to blot out all product identification 
or brand Unfor- 
tunately there are no statistics at 
hand to prove or disprove this in- 
teresting theory.) 

But, if the stunt demonstrates the 
product, that’s another matter. For 
example, the industrial truck people 
seem to do very well indeed by 
whirling leggy Powers’ models 
around on warehouse pallets to 
dramatize their fork vehicles. 

On the face of it, product diver- 
sification certainly would seem to 
make for heavier booth traffic. In 
theory, a visitor interested in sev- 
eral products displayed in the same 
booth should remain just that much 
longer. But the survey statistics 
neither affirm nor negate this point. 
Two of the most diversified exhib- 
itors are found in the midsection 
of the tabulation. Of the four top 
exhibitors, two offer more than 
usual diversification for business 
equipment concerns, and the other 
two are just average. The three 
bottom ones offer but slight diver- 
sification. 

So far we have stressed the need 
for picking sound shows, and we 
have discussed the necessity of 
proper product presentation and of 
staffing with competent personnel. 
Two of our original five fundamen- 
tals remain: merchandising of the 
exhibit and distribution of sales- 
lead information. The latter two 
points can be covered by a case his- 
tory of exhibit promotion by one 
of the companies ranking high in 
the tabulation: Addressograph- 


consciousness. 


Multigraph Corp., Cleveland. 

The company sends out a bulle- 
tin to every one of its domestic dis- 
tribution points a month before each 
exhibit, detailing the who, what, 
when, where, why and how, and. . 
this is important telling each 
branch manager what’ he is to do 
about the event so that he can turn 
it to his and the company’s profit. 

The branch manager is advised to 
use his information about the show 
in inspirational fashion at a regular 
or special sales meeting. He is 
asked to have his salesmen review 
the equipment uses to be demon- 
strated and then to call on all cus- 
tomers or prospects in the category 
covered. He is asked to supervise 
this market coverage to assure him- 
self that all such customers or pros- 
pects know there is to be a trade 
show at which demonstrations of 
interest to them will be made, and 
finally, that they have been invited 
to attend. 

These instructions suffice for all 
the company’s local sales organiza- 
tions around the country, including 
the one in the town where the trade 
show or convention exhibit will be 
held. Admittedly, a convention to 
be held in New York may not at- 
tract many Texans, as a rule, but 
a company sales representative fol- 
lowing the 
sufficient interest in a man who isn’t 
going to New York to justify a 
special demonstration in the local 
branch office. 

In the case of the NOMA exposi- 
tion, the San Francisco and Oakland 
offices were charged with the re- 
sponsibility of providing manpower 
and womanpower to staff the ex- 


diagram may arouse 


hibit, and nearby offices also re- 
ceived their orders. Six men from 
the home office were detailed to 
handle executive, mechanical, per- 
sonnel and promotional assignments. 
Meetings were held to refresh sales- 
men on equipment uses to be dem- 
onstrated. The West Coast organi- 
zation was given a good tuning up. 

Then the sales personnel assigned 
were divided into two teams, alter- 
nating afternoon and evening on 
successive days. Trying to outdo 
each other for the honor of being 
the other fellow’s guest at a victory 
dinner to follow the 
these teams raced neck and neck 
for four days, finishing just a few 


exposition, 
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WHY 14 ISSUES? 


The publishing policy of Electric Light and 
Power has always been to cover — and cover 
thoroughly — the engineering practices of 
electric power company operation. 


Today, with the vast expansion in the electric 
power industry, where they are spending 
more than $3 billion a year — where boilers 
are getting bigger and hotter — where trans- 
mission voltages are climbing higher and 
higher — this kind of information is more 
important than ever before. 


To supply this information, it is often neces- 
sary to devote an entire issue to one specific 


subject in order to cover it thoroughly. EL&P’s 
annual statistical issue is one example; our 
February, 1952, issue on aluminum practices 
is another. 


These were not special issues in the sense that 
the subjects were created and then covered 
by editorial material. The subjects existed. 
They existed because they were of top im- 
portance to key men in the industry. 


Looking ahead to 1953, we recognize two 


subjects that are assuming major importance 
to the entire electric power industry. To serve 
our readers, we are adding two issues to our 
regular publishing schedule, and will provide 
them with information we know they want 
because we have already discussed the subjects 
with leaders in the industry. 


FOREIGN PRACTICES ISSUE 


While the American Power Industry has been 
busting at the seams, big things have been 
happening in Europe. 

It has been a big job to repair the power 
plants and transmission lines damaged by 
World War II bombs. In some cases, Greece, 
for example, it was impossible to patch them 
up. European engineers had to start from 
scratch. This gave them an opportunity to 
build from the ground up, using only the 
latest equipment and methods developed here 
and abroad. 


With both United States and Europe in the 
middle of huge construction programs, elec- 
tric utility operations overseas have assumed 
a new importance during post-war years. The 
closer economic unity fostered between U. S. 














and its Western Allies has been marked in the 
utility industry by a growing number of in- 
ternational technical meetings on standards, 
operating practices, and operating procedures. 
There is a broad field where engineering prac- 
tices and technical thinking in the U. S. and 
abroad would benefit by an interchange of 
ideas. A number of interesting developments 
are emanating from the rebuilding of central 
European power systems. 


All of these activities will be reported in a 
Foreign Practices issue scheduled for publica- 
tion the first week of March, 1953. Our pre- 
liminary discussions with industry executives 
indicate that this new feature will have an en- 
thusiastic reception and long-lived readership. 


MANAGEMENT PRACTICES ISSUE 


A second subject that is assuming greater and 
greater importance in the power industry is 
management practices. The tremendous 
growth of the industry, the broad expansion 
of individual companies, has brought today’s 
management face to face with new problems 
— long-range system planning; developing 
executives; training personnel; government 


regulations; tax problems; public relations; 
these and many more are complicating the 
management job. They are problems on which 
management men want help. Electric Light 
and Power is going to provide that help by 
devoting an entire issue to the subject. 


Here is what we are going to do: 


For twelve months we are going to study the 
management practices followed by companies 
in the Electric Power Industry. At the end of 
this period, a complete report will be pub- 
lished in an extra issue of Electric Light and 
Power the first week of August, 1953. 


MAKE YOUR PLANS NOW! 


A full advertising schedule in 1953 must in- 
clude these two new issues. All of the 14 
issues are important because they will cover 
subjects of top interest to every man in the 
Electric Power Industry. In your budget 
planning for next year — 


Remerntie LIGHT AND POWER 
WILL HAVE 14 ISSUES IN 1953 
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contact reports apart at the end of 
the show. It should de emphasized 
that these were not just names 

they were factual reports, signed 
and handed over to booth super- 
Three-fourths 


of these reports stayed right in Cali- 


visors on the spot 


fornia where they and their co- 
vorkers had to follow them up. A 
man is pretty careful about getting 
jualified information if he or the 
man at the next desk has to act 
ipon it! 

A daily tally of this mass of in- 
formation was made so that when 
the show was over the individual 
leads slips could be distributed im- 


mediately to the proper persons for 


following. This particular organi- 
zation does not require recipients 
of sales lead information to report 
back, but some others in the sur- 
vey tabulation do. Decision to do 
so or not would most likely depend 
on the supervision available locally, 
policy of home office, type of busi- 
ness, and whether product or serv- 
ice actually could be sold at an 
exhibit. 

Incidentally, this same company 
has figures indicating that in a big 
general NOMA’s 
whether held in San Francisco, New 
York, Cleveland, Philadelphia or St. 
Louis . . of every 1,000 visitors en- 


show like 


tering the front doors, 30 will leave 


a request for more information in 
its booth area. In 
these returns have ranged from 2.7 
to 3.3°7 of the total attendance. And 
here’s a point: actually the per- 
centage of returns rises from the 
first day of a show. Apparently 
the boys pick up skill as they go 


recent years 


along. 

Now there’s the story of one or- 
ganization, and what it does to make 
To a 
greater or smaller degree, this also 
is the story of all others covered 


trade shows more profitable. 


in the survey. In the final analysis 
it's knowing the job to be done, 
with timely 


and refreshing reference back to 


seeing that it is done. . 


basic principles. 





From Washington . 


1951 About a third of the $3 bil- 


lion worth of civilian purchases 
were an outgrowth of advertising 
for bids But 


sales were by negotiation 


two-thirds of the 
Slightly 
more than half the negotiated pro- 


curement went to “small” firms 


Copper Still Tight . . Copper pro- 
little 


government 


encouragement 
officials 
they came here to complain that the 
24 bog 


impossible 


ducers got 
from when 
price for domestic copper is 
Price officials put thei: 
foot down firmly on decontrol, 
wanted. But 


agreed to discuss the problem 


which the industry 


NPA figures on copper distribu- 
tion shows that at mid-year, mili- 
tary shipments were taking about 
a third of all brass mill products, 


12.9 of wire mill and 5.6% of 


(NPA Division) 


recession unlikely’ 


foundry and powder mill products. 
Other big 
products in second quarter 1952 are 


consumers of copper 


shown in the accompanying § table. 


Exports Cause Uneasiness . . 
Defense Department’s plan to buy 
equipment from foreign producers 
has caused considerable uneasiness, 
particularly among industries which 
find their share of defense business 
diminishing US 


curlous 


producers are 
especially about reports 
that the department is willing to 
compromise on specifications in or- 
der to permit foreign producers to 
qualify 
Commercial laundry and dry 
cleaning industry raised the issue 
recently after defense officials ad- 
vised that requirements for equip- 
ment will fall off next year. Since 
Brass Wire Foundry. 
Mill Mill Powder Mill 
4.8% 3% 9.9 
1.2 11.0 ° 
5.2 d A 
6.8 4.0 
1.3 . . 
2.8 ; 1.2 
10.1 
3.0 d 4.8 
1.5 \ 2.4 
9.5 . 1.6 
3 d 19.4 
3.3 ‘ 4.8 
6.0 5.9 


about 20°, of its volume has been 


coming from orders, 
the industry inquired about “off- 
procurement. Committee 


members said they should be given 


government 
shore” 


the same privileges as foreign com- 
petitors if there are any departures 
from federal specifications. 

But military people said there is 
little likelihood of future offshore 
buying, even for overseas require- 
ments. In any event, they said, fed- 
eral specifications will be strictly 
enforced. 


‘USA’ Bona Fide? . . Commerce 
Department's new publication, “For- 
eign Marks-of-Origin Regulations,” 
reports that “USA” is no longer 
regarded by Canada as sufficient in- 
dication of origin of equipment 
shipped from this country. 

“Foreign Marks of Origin Regula- 
tions” was last revised by Com- 
merce’s Office of International 
Trade in 1947. The new edition, 
published as issued No. 291 of the 
World Trade Series, Business In- 
formation Service, is available from 
any Commerce field office for 30c. 
Commerce has also released a cal- 
ender of trade fairs and internation- 
al exhibitions for the remainder of 
1952 and known dates for 1953, giv- 
addresses and dates. 
This semi-annual publication is 
available free from the Fairs and 
Exhibitions Section, International 
Trade Development Division, Office 
of International Trade, U.S. Depart- 
ment of Commerce, Washington 25. 


ing names, 





RIL LING 
and 
PRODUCING =p 
EDITION 


The FOUR-EDITIONS PLAN, including 
a Drilling & Producing, Refining & Gas 
Processing, Qil & Gas Pipelining, and 
a Combined Edition. . . . 


ERR Strom 


ow au 


se 


ELIMINATES non-related articles and 
advertising material from his view and 
puts The Petroleum Engineer directly 
to work as he... . 


The FOUR-EDITIONS PLAN also 
includes a General Section covering 
over-all news and developments. If 
your market... . 


SELLS better, saves more through 
breakdown rates, and affords maxi- 
mum budget flexibility month by month 
throughout the year! 





SEPARATES petroleum editorial cover: 
age according to the industry's three 
distinct operating divisions, from which 
each reader... . 


CONCENTRATES on the specialized 
or integrated phase of petroleum 
operations in which he is interested. 
Thus, your ad... . 


SPANS the entire industry (or more 
than one division) an ad in this 
General Section appears in all four 
Editions! 


SELECTS the specific specialized or 
integrated editorial approach he 
prefers. His stated edition preference 
automatically. . . . 


PINPOINTS its sales impact upon 
a 100% receptive reader who repre- 
sents operating personnel — the hard 
core of buying influence. 


GAINS (paid circulation and advertis- 
ing) since 1948*, show The P.E. 
topping all other oil papers — proof 
that The P.E... . 


For new budget-planning literature, 
detailing the specialized and inte 
grated petroleum market, write The 
Petroleum Engineer, Box 1589, Dallas 


*from Industrial Marketing's 
reports — 


year-e 
1948, 1949, 1950, 1951 


Engineer 


an international monthly 
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Out of 1,204 
Leading Metalworking Plants... . 


83% Said 
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In analyzing the results of a recent survey we found that, as far as subscription 
salesmen for technical magazines are concerned, 1,002 out of 1,204 leading metal- 
working plants said “No Admittance At Any Time.” 

This means that a publication with an all-paid circulation must depend on direct 
mail to sell the key executives in these plants. If they cannot be reached by this 
method, circulation among these important buyers will be spotty just where it should 
be most complete. 

Furthermore, many of these executives do not see salesmen for materials, tools 
and equipment, although they are important members of the plant buying com- 
mittee. 

How to reach these inaccessible buyers? MACHINERY has solved the prob- 
lem with a combination of paid circulation and Directed Distribution — 80% paid, 
20% Directed — that assures thorough coverage of the buyers who might other- 
wise be missed. 

All of the men who receive Directed copies are known to be important buying 
influences, and each must request continuance of this service at six-month intervals 
(twice as often as the average paid subscriber renews his subscription). In response 
to our latest check we obtained a “renewal request” from this group of highly placed 
executives of 95.4%. 

This combination of paid and Directed Distribution gives advertisers two im- 
portant advantages: a circulation that has flexibility to meet rapid changes in buy- 
ing power patterns, state by state, city by city, and even plant by plant; a circulation 
that has penetration to reach more thoroughly the inaccessible members of the plant 
buying committee. When you are selling to a market as large, as varied and as 
active as metalworking, you need MACHINERY to get these qualities that assure 
reaching the real buyers. The Industrial Press, 148 Lafayette Street, New York 13, 
N.Y. 


Production in the Manufacture of Metal Products 
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“Selling” Budgets to Management 
® We recently attended a meeting of an indus- 
trial advertising group devoted to the discussion 
of annual advertising budgets and how to sell 
them to management. Many successful ideas for 
presenting a year’s program were explained, and 
undoubtedly a great many advertising managers 
left the meeting with confidence in their ability 
to project their plans for the coming year very 
substantially reinforced 

One thought which occurs to us in any such 
discussion is why it should be necessary to “sell” 
management on an advertising program. In the 
first place, as reflected in the many comments 
appearing in the Top Management Forum in each 
issue of IM, the heads of businesses selling to in- 
dustry are firm believers in the value of adver- 
tising as a basic company policy. They look to 
it to accelerate progress in the dissemination of 
information regarding their products, and they 
know that in building markets speedily and eco- 
nomically, there is no substitute for intelligently 
planned and executed campaigns 

Also, it is usually assumed, in a discussion of 
“selling management,” that the ad manager is not 
a part of the group, although actually he is a very 
important member of the management team. He 
is also likely to have a somewhat more detached 
and objective view of the marketing operations 
of the company than those faced with the day to 
day struggle for orders. Hence he is in an ideal 
position to develop broad strategy relating to 
marketing programs, with a somewhat longer view 
than can be taken by others. Thus he should be 
able to contribute to the thinking of general and 
sales management both as to long term and short 
term objectives, and how best to accelerate prog- 
ress toward the goal 

If advertising managers are members of the 
management team, and if management as a whole 
is committed to advertising as a policy, does not 
the idea of “selling” suggest that the advertising 
executive is expected to take a partisan view 
which is based on emphasizing advertising per se 
rather than the promotion needs of his company? 
This of course is not the proper position for him 
to occupy, since his interests relate to the suc- 
cess of the business and not merely to expanding 
advertising dollars 

One of the most successful advertising managers 
of the country, whose long experience and un- 


dustrial Marketing 





speaking 


questioned ability give him great prestige in his 
own organization, approaches the subject from a 
much different viewpoint. He waits for sales ex- 
ecutives, handling different divisions of the com- 
pany, to “sell” him on the need of promotion to 
accomplish their own objectives, and is inclined 
to be conservative in estimating their needs in 
publication advertising, service literature, trade 
shows, etc. Usually they are insistent that larger 
amounts be appropriated for their individual cam- 
paigns than he originally suggests. 

The whole idea of annual budget discussions 
about advertising seems to us to be somewhat 
obsolete. If advertising is recognized as a parallel 
activity to personal selling, and the latter has 
continuity and objectives which are constantly 
reviewed, rather than looked at only once a year, 
why should not advertising be discussed in the 
same way? Why not regard it as a day-to-day, 
week-to-week and month-to-month operation, 
with changes made in the light of changing con- 
ditions and sales objectives, rather than merely 
something to be examined once a year? 


Vertical Advertising Possibilities 

s Now and then someone points to Hughes Tool 
Co., a successful advertiser in the oil industry, as 
an example of what a vertical advertiser, selling 
to one market, can do to make his messages to 
the field meaningful and effective. 

Hughes believes in color, fine art, preferred 
positions and other qualities which are often far 
more emphasized by general industrial adver- 
tisers, who are selling over broad markets and 
therefore address much larger audiences of in- 
dustrial executives. 

It is a strange fact that the average vertical 
advertiser, with a relatively small field within 
which to work, uses advertising less effectively as 
a rule than those who are addressing industry as 
a whole. In spite of the fact that a tremendous 
job can be done with modest expenditures, the 
one-industry advertiser usually seems to have a 
routine, limited operation, in which advertising is 
assigned a very small share of the selling load. 

Here is a field of industrial advertising which 
should appeal to agencies, publishers and others 
interested in the effective use of advertising, as 
offering opportunity to make a constructive con- 
tribution to the marketing efforts of an important 
segment of American manufacturers. 





DESIGN IS THE KEY 
To any original 
equipment market. 


ELECTRONIC DESIGN 
IS THE KEY 
To the electronic 
original equipment 
market. 


ONLY “ELECTRONIC 

DESIGN” 
Concentrates 
exclusively on this 
key buying power. 


AIMED at the 

Key Technical Figures 

in the Electronic Industries 

20,000 ELECTRONIC DESIGNERS 
Starting with the Introductory Issue 


Closing November 10. 


HAYDEN PUBLISHING CORP., 127 East 55th St., New York 22, N. Y., Phone: Plaza 3-8677 
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Easy . . Filmed sales talks are easier as 


speaker reaas continuous, C ncealed script 


28 visual aids.. 


@ IMPORTANT new developments . 
and many old standbys among tech- 
niques and equipment in the field of 
visual aids . . are available to the 
industrial sales or advertising ex- 
ecutive to make his job easier. 

Outstanding newcomer is_ the 
magnetic sound projector, which 
enables a man to record his own 
spoken commentary on a _ silent 
16mm motion picture . . erasing and 
re-recording the sound track any 
number of times. The device opens 
up many low-budget sales and 
training movie possibilities. 

The filmstrip projector, with sound 
synchronization, offers a less ex- 
pensive alternative among audio- 
visual sales aids. A phonograph 
record gives the sales talk, cued 
to automatic scene changes. This 
doesn't entirely take the place of a 
salesman, but it gives the home of- 
fice control over at least a part of 
the sales message. 

Least expensive of all and valu- 
able for individual selling are the 
portable viewers, some of which a 
salesman can carry in his pocket. 
These can be set up on the custom- 
< 

Sound 

ector 








3. Two Sounds . . On Filmos 


sound tracks .. 


ne for customer, one for training sales 


4. Resists Damage. . \V 


old and new .. make promotion, selling job easier 


er’s desk, or held to the light by the 
customer, while the salesman talks. 

Many different varieties and 
brands of visual aids are to be found 
on the market. To help you know 
what they are and what they will 
do as promotion and sales aids, 28 
representative models from as many 
manufacturers are described and 
pictured here. 


Teleprompter reduces 
1. film production costs 


The Teleprompter gained sudden 
importance and nationwide public- 
ity as a visual aid during television 
broadcasts of the political conven- 
tions last summer. It is a prompt- 
ing system that has been used by 
speakers under TV cameras and by 
industrial advertisers in the produc- 
tion of commercial films. 

On television, the Teleprompter 
eliminates the need for memorizing 
long speeches or fluttering with 
notes. It gives the illusion that the 
speaker is looking directly at the 
TV audience while he is actually 
reading his speech. In commercial 
film-making, the system cuts pro- 
duction costs for the advertiser by 
reducing the number of rehearsals 
and preventing “flubbed” lines. 


A complete Teleprompter unit is 
composed of four synchronized 
script machines that are controlled 
by a single operator from a master 
unit. Proper placing of these ma- 
chines makes it impossible for a 
film or television viewer to tell that 
a speaker is reading. 

The writing machine behind the 
Teleprompter is an Underwood 
Electric Typewriter, especially de- 
signed to produce letters that can 
be read at distances up to 30 feet. 
Teleprompter 
about the same speed as the aver- 
business. The 


operators type at 


age secretary in 
typewriter uses 1,760 feet of paper 
in one loading. Special, large rib- 
bons accommodate the letters 
which are 52 times larger than those 
of conventional typewriters 

Teleprompter is a rented service 
Teleprompter Corp., 270 Park Ave- 
nue, New York, N.Y 


Silent films sound-tracked 

y 4 by RCA magnetic recorder 
RCA's “400” magnetic sound pro- 
jector permits quick recording of a 
narrative or commentary on any 
previously made 16mm single-per- 
foration film to which has been ap- 
track. Thus, 


copies of the same picture can be 


plied the magnetic 


presented with two or more differ- 
ent sound tracks, each suited to a 
particular application, location or 
type of audience. The sound track 
may be erased, revised or adapted 
any number of times on the same 
film. 

Recording can be done by a sales 
executive in his office simply by 
speaking into a hand microphone 
as he watches the picture unreel on 
the screen. The magnetic method 
helps to put the smaller industrial 
company on a par with much larger 
organizations that have budgets to 
produce the conventional optically- 
recorded sound movies. The cost 
of recording a film magnetically is 
estimated by RCA to be about one- 
third of the optical method 

In addition to recording and re- 
producing magnetic sound, the “400” 
can be used to reproduce optically 
recorded — sound. Price: $850. 
Radio Corp. of America, RCA Vic- 
tor Division, Camden 2, N.J. 


3 Filmosound lets you 
+ record your own sound 
The Filmosound “202” 


magnetic recording projector per- 


optical - 
mits industrial advertisers to record 


their own sound track for a com- 


mercial film or sales training film 
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Your advertising in MILL & FACTORY 


One basic job your advertising 
must do, whatever other objective 
it may have, is to keep your sales 
story before the men of many titles 
your salesmen are calling on. 


One publication, MILL & FACTORY, 
is specifically designed to do this 
basic job for you. 


It covers the men of many titles 


SALESMAN’ 





5 
Lae 


J 
s 


your salesmen must see to sell 
through circulation built the same 
way your salesmen build your 
customer and prospect lists—by 
continuous personal call. A nation- 
wide staff of 1,645 men who 
sell machinery and equipment 
to industry make sure MILL & 
FACTORY goes to those who con- 
trol and influence the buying. 


§ CALL REPORT 


205 EAST 42nd STREET, NEW YORK-17, N. Y. 
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backs up your salesmen! 


MILL & FACTORY is the only publication that builds its 
circulation throughout industry with industrial salesmen 


Independent duplication studies show that 18% is the 
highest reader duplication between MILL & FACTORY 
and any of the following publications. 


FACTORY MACHINERY IRON AGE 
16% duplication tt 11% duplication t 18% duplication t 


84% 89% 82% 
readers of unduplicated readers of unduplicated readers of 
MILL & FACTORY MILL & FACTORY MILL & FACTORY 


PLANT ENGINEERING MODERN INDUSTRY AMERICAN MACHINIST 
7% duplication t 7% duplication t 16% duplication t 


f 


93% 93% 
unduplicated readers of unduplicated readers of unduplicated readers of 
MILL & FACTORY MILL & FACTORY MILL & FACTORY 


tt Source: McGraw-Hill 18-company survey. t Source: A composite of independent surveys made by 
large firms selling to the industrial market 


0 
In contrast to MILL & FACTORY’s high percentage of 44}, 
unduplicated readership, the McGraw-Hill 18-company ——— 
survey shows an average duplication of 44% between the a 56% 


OF The Rewders OF The Ma | Busou Paper 


first and second publications in nine major markets. oot ed oe ee 


MILL & FACTORY claims no monopoly of top grade readers. Many other business publications are 
performing valuable services. 


But MILL & FACTORY has this distinct, unique value—it backs up your salesmen among the men they 
call on, through circulation built by men who sell machinery and equipment. 


Make sure your advertising program includes this basic objective. Let our representative show you 
how your advertising in MILL & FACTORY does the vital job of backing up your own salesmen! 


SERVES THE MEN OF MANY TITLES YOUR SALESMEN SEE TO SELL 


Yovember | 952/77 





in their own offices rather than a 
film studio and without technical 
help 

When the advertiser puts out a 
product-selling film, he can make 
two sound tracks for the same film 
One sound track is for the custom- 
ers. The other track can be for 
instructing distributors, dealers o1 
salesmen who will be presenting the 
film to customers 

The projector plays back as well 
as records magnetic sound motion 
pictures by means of a stripe of 
magnetic material on the edge of 
the film 
single or double perforated 16 mm. 


Film can be b&w or color, 


The machine projects silent and op- 
tical (conventional) sound film at 
a rate of 16 or 24 frames per sec- 
ond, and may also be used as a 
public address system 

Magnetic 
speaking into a microphone as the 


recording is done by 


picture is projected on a_ screen 
Sound may be erased and re-re- 
corded any number of times. A 
safety lock prevents accidental era- 
sure. The machine, which has a 
2,000-foot film capacity, has a mi- 
crophone and turn-table input for 
mixing voice and music 

model with 


Single-case micro- 


phone and_ six-inch speaker is 
priced at $699 


process one of your old films with 


When you wish to 
this magnetic sound, the manufac- 
turer offers a “striping” service that 
does the job. Price: 3'%c per film 
foot Bell & Howell Co., 7100 Me- 
Cormick Road, Chicago 45 


Victor motion picture 

4. projector protects film 
Features of the Victor Sovereign 
16 mm sound motion picture pro- 
jector (for commercial and _ sales 
training films) include safety film 
trips which help prevent film dam- 
age, 180 


cleaning and threading, cushioned 


swing-out lens for easier 


action pawls, scratch-proof chan- 
nels, still picture or reverse opera- 
tion, a threading lamp and 2,000- 
foot film canacity 

Heavy duty AC amplifier with 
25-watt undistorted output has re- 
served gain ample to maintain nor- 
mal output under line voltage con- 
ditions as low as 90 volts. Sovereign 
has microphone, phonograph inputs 
for use as PA system 

It includes a 12-inch separately 
Price: $539. Weight 
of projector 41 lbs. with cord 
Speaker: 
Victor Animatograph Corp 


cased speaker 


23 Ibs. including accces- 
sories 


Davenport, Iowa 


Motion picture projector 
>. sparks trade show exhibits 
Adaptable for 
hibiting, model 1200 portable pro- 


trade show ex- 


jector has a pull-out rear screen 
It shows 16 mm motion picture film 

sound or silent, color or black 
and white . . repeatedly, with no re- 


winding, in  undarkened rooms 
Available also with solenoid cir- 
cuit which permits machine to be 
pressing a button, and 


Mon- 


itor halts machine in case of film 


started by 
stops by itself at end of film 


mishap 

Uses Bell & Howell projector unit, 
1,200 feet of film 
on attached rear screen or any reg- 
Price $880 F.0.B 
Sizes: 


Projects either 


ular screen 
Chicago. Weight 55 Ibs 
14”x1810"’x18” Triangle 
Continuous Daylight Motion Pic- 
ture Projection Co., 5307 N. Ravens- 
Chicago 40 


closed 


Ww ood Ave : 


a DeVrylite ‘5’ sound-silent 
- film projector aids sales 
For salesmen who sell with 16mm 


sound movies, and for training di- 


rectors, the DeVrylite “5” sound- 
silent 16mm motion picture projec- 
tor features projector, amplifier and 
loudspeaker in one compact, port- 
Advantages: AC or DC, 
750-1,000 


able case. 
powered rewinding and 
watt illumination. 

Public address facilities are pro- 
vided through inputs for both mi- 
crophone and record player. Shuttle 
and cams automatically lubricated 
for up to 500 hours operation. Price: 
$434. Weight: 32.5 lbs. DeVry 
Corp., 1111 Armitage Ave., Chicago 
14. 


Manumatic is a low-cost 
+ 2x2 slide projector 
Features of the Manumatic mod- 
el 300-P-1042 slide projector are 


compactness, durability and easy 











TUDEBAKER 








doubles 




















foundry 








capacity 








Last year, the Studebaker Corpora- 
tion modernized its gray iron foundry 
and jumped the plant's capacity 
from 200 tons to 400 tons of auto- 
motive castings per day. An iso- 
lated case?—not by any means! 


This progressive move by Studebaker 
merely points up the fact that the 
growing demand for castings is mak- 
ing the foundry industry one of the 
most active of all industrial markets. 


. foundries spend over $1,000,000 
hourly for materials 
and supplies! 





. value added by manufacture by 
foundries is $12,000,000 daily! 


. total value of foundry production 
approximates $104,000,000 
weekly ! 


. foundry capital investment in 
plant facilities and equipment 
exceeds $8,000,000 a month! 


. castings production last year 
hit an all-time high of 
19,000,000 tons! 


The way to blanket this dynamic in- 
dustry is through your advertising in 
FOUNDRY. It will reach over 45,000 
foundrymen who influence buying in 
the foundries which account for 94% 
of all castings production. It’s Time to Sell to Foundrymen 





WHEREVER METALS 





Reaching every foundry employing over 50...and 86% of all others of A Penton Publication, Penton Building, Cleveland 13, Ohie 
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PRODUCTION’s Automotive Number—an 
unparalleled “tie-in with editorial con- 
text—for those who sell this industry. 








REACH ALL TOP BUYING INFLUENCES IN THE 
WORLD’S LARGEST MASS-PRODUCTION INDUSTRY 
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SHOULD ADVERTISE 
IN THIS IMPORTANT 
AUTO-PRODUCTION CYCLOPEDIA 


If you sell directly or indirectly to the automotive in- 
dustry, this will be a “must” on your list of advertising 
media. The auto industry is the largest customer of 
every production facility from machine tools to fasten- 
ers. This issue will reach the heart of "buying influence” 
in that market. Send your order now — copy later. 


LAST FORMS CLOSE DEC. Ist, 1952 


YOUR 


In spite of threatened cut-backs in auto production, this gigantic industry 
will still be the foremost market in metalworking in the coming year. 
Authorities say that even if the armed services double present require- 
ments it will leave capacity and material for about five million cars in 
1953 . . . higher than any pre-war year. 


Therefore, from its vantage point in the heart of the automotive industry, 
PRODUCTION again presents its authoritative, vitally-read automotive 
issue. Latest trends, methods, processes are concisely presented in this 
i material gathered from the top production men of the auto 
industry. Many of these same men are "first-name" friends of our editors 
because Charlie, Jim and Frank read PRODUCTION religiously and con- 
tinually use our editorial department in Detroit as a reference source on 
mass-production problems. What better qualifications for producing an 
automotive issue? 


New tooling, developed by the industry, to obtain the precision required 
for the mass production of the many new innovations will be revealed — 
method changes at several representative plants that have increased the 
metal-removal rate on some operations by more than 30% will be 
described. . .how Ford has stepped up output by the use of automation 
for the volume output of parts will be told. 


Cost saving tooling at Dodge, Lincoln-Mercury and other plants will be 
featured and illustrated. This special Automotive Production Number will 
be brim-full of worthwhile information that will put you in step with the 
very latest developments in the greatest industry in the world. 


AUTOMOTIVE ROUND TABLE 


Again this year, PRODUCTION will conduct its annual automotive round 
table discussion at the Detroit Athletic Club. For the seventh consecutive 
year, motordom's chiefs will sit around the table and enter into another 
lively, authoritative mass production "'shirt-sleeve" clinic. This regular 
PRODUCTION feature, probably the most widely read feature in the 
metalworking press, reaches its readership peak in this issue. Every word 
is recorded and then presented in PRODUCTION’s Round Table for 
January. . . .on the “Don't Miss” list with all our readers. 


UNEQUALLED CIRCULATION 


Out of PRODUCTION's 22,000 circulation among the top production men 
of metalworking, over 6,000 of these men are in the automotive industry. 
This is the largest circulation in the gigantic automotive industry of any 
industrial publication. And do they read every issue, not to mention this, 
their own issue just let us show you a month's correspondence for 
proof positive! 


ADVERTISERS’ BONUS 


Because of the tremendous number of requests for additional copies for 
the men of the auto industry, we will, in addition to regular circulation, 
distribute copies of this issue to every top management man in the entire 
industry. Circulation that was proved by last year's advertisers to be 
most effective. 
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Visual aids .. slide, sound projectors 


Uses 2”x2” slides. Blow- 
Model is 


available with stacking slide carrie: 


handling 


er cooled, 300-watt lamp 


or two-way slide carrier (optional) 
Cast aluminum construction. Price 
$58.50. Size: 6140”x7”"x1l”. Weight 
14 lbs GoldE Mfg. Co., 4888 N 
Clark St., Chicago 


Shows slides, filmstrips 
- in an undarkened room 
This filmstrip projector, the 
“500C,” will show clear, sharp pic- 
tures on a screen in an undarkened 
room. It uses a blower-cooled 500- 
watt lamp and features a_ built-in 
mechanical screen pointer 
ener 


Changing from filmstrip to 2”x2 


projection is simply a_ pull-out, 


push-in operation accomplished in 
seconds. Price: $114.80 F.o.B. Chi- 
cago. Standard Projector & Equip- 
ment Co., 7106 Touhy Ave., Chicago 
31 


9 Selectroslide projects 


2x2 slides automatically 
Selectroslide is an automatic, 
2’”x2”, 750-watt slide projector with 
an interchangeable 48-slide maga- 
zine. A Telechrone clock changes 
the slides automatically every seven 
or 16 seconds. The machine is use- 


ful for training or lecturing pur- 
poses, and for exhibits, conventions 
and sales meetings 

A remote control cable enables 
the lecturer to operate the machine 
from a speakers platform. By plac- 
ing the equipment ina Selectrovi- 
sion cabinet it will show and 
when synchronized with a tape re- 
corde explain 48 different pic- 
tures for any desired length of time 
Price $465 Weight 12.5 lbs 
Size of case 7”x11"x14”. Spin- 
dler & Sauppe, 2201 Beverly Blvd., 
Los Angeles 4, Calif 


Filmstrip projector offers 
10. sound synchronization 


The model L Picturephone is a 
sound filmstrip machine that syn- 


chronizes still pictures with phono- 
graph recordings. Its applications 
cover many phases of training and 
selling. Its principal features are 
compactness and portability. 

The carrying case has room for 
records, film spools, as well as hous- 
ing a built-in screen. Turntable 
33-1/3 rpm, with 78 and 45 as op- 
tional extras. Plays up to 16” rec- 
Price: $125 to $135 F.o.. 
Chicago. Weight: 13 lbs. Size: 
74"x13"x14”". O. J. McClure Talk- 
ing Pictures, 1115 W. Washington 
Blvd., Chicago 7. 


ords. 


11 Viewlex projector meets 
- Army-Navy specs 

The Viewlex model AP-7CT com- 
bination 2”x2” and 35mm strip-film 
projector is designed for profession- 


al auditorium use approved by 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 
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Here today . . . and NOT gone tomorrow. 
A virtually brand new multi-million dollar mar- 
ket for industrial equipment has sprung up in 
the South and Southwest. 

Typifying its rapid development is the huge 
overhead bridge crane pictured, a project in the 
overall modernization of Southern Pine Lumber 
Company's plant at Diboll, Texas. 

The timber growing industry has reached a 
With source 


of supply stabilized lumber manufacturers are 


sustained yield basis down South. 


modernizing old mills and building new plants 


on a permanent basis. In no other field do you 


Oe ee ee eee me meme meee nnees 


see a finer example of the initiative and en 
thusiasm which grips the whole great Southland 

Edited expressly for this fresh-thinking. free- 
spending industrial market is SOUTHERN Power 
AND INpusTRY. It puts advertising in touch with 
millions of dollars of Southern and Southwestern 
buying power unreached by national power and 
industrial journals. Get the facts. You will 


want to schedule extra space for SPI. 


Southern Power and Industry 


806 Peachtree St., N. E. @ Atlanta 5, Georgia 





CUTS OUT BIG WASTES IN INDUSTRIAL BUYING AND SELLING 


in industry 


% 





sellers are always seeking buyers 
L 
7 L 


buyers are always seeking sellers 





in fact, 9 out of 10—result 


In most cases, 


Most industrial orders 
from action initiated by buyers. 
manufacturers’ catalogs are the buyers’ first-used 
source of information for comparing competing 


products and deciding whose salesmen to call in.* 


Here you have the cause and the cure for the 
waste in one-way marketing programs that are 
more 


built on the single idea aggressive selling. 


Every day, thousands of sellers hunt for buvers. 
At the same time, thousands of buyers are hunting 
for the right sellers. Weeks are often wasted before 
they get together, simply because the information 
which would have put them in immediate touch 


with each other was not in the right place 


This waste can easily be avoided. Catalogs can 


nfirm this by observing buying practice 


You can 


Buying Practices, 1949. Available from NIAA for $10.00. Free 





in your own cc 
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be placed in the hands of all important potential 
buyers and kept accessible in their offices so that 
they can be found and used instantly whenever 
buying needs arise. 

By this simple step, sellers can remove the road- 
blocks that hamper and delay buyers on their way 
to buy. Instantly accessible catalogs provide the 
missing element for effective two-way marketing, 
in which selling action and buying action combine 
to produce orders faster and at lower cost. 

Sweet's Catalog Service can help you apply the 
power of two-way marketing if your products are 
bought in any of the following markets: 

1. product engineering 3. general building 
2. plant engineering 4. industrial construction 
5. light construction 


ympany. See also NIAA Survey of Industrial 


Digest on request to Sweet's Catalog Service 


Sweet’s Catalog 


designers, producers and distributors of manufacturers’ market-specialized catalogs 


DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET @ NEW YORK 18, N. Y. 





here’s how Sweet's 
can help you harness 
the power of the 
TWO-WAY system of 
marketing 


Manufacturers who wish to do 
so can utilize Sweet's experi- 
ence and facilities in meeting 
any one or any combination of 
these five basic catalog needs: 


catalog design 


to provide the specialized in- 
formation needed by buyers in 
specific market groups, make 
this information easy to find, 
and prompt the desired buying 
action. 


catalog production 
to meet quality standards at 
reasonable costs. 

catalog market coverage 


to reach all important poten- 
tial buyers, to the point of 
diminishing returns. 


catalog accessibility 
to capitalize buying interest 
immediately. 

catalog coordination 


to improve performance of the 
catalog, along with that of ad- 
vertising and personal selling, 
in an over-all marketing plan. 


Service 


Detroit 

Los Angeles 
Philadelphia 
Pittsburgh 
St. Louis 


Boston 
Buffalo 
Chicago 
Cincinnati 
Cleveland 





How we help prospects 


buy from us 


Thousands of ready-to-buy prospects are always looking 
for suppliers to whom they can give orders. 


By F. L. Jackson, 


Advertising Manager, Grinnell Company, Inc. 


Our next year’s business will come 
from people who are going to buy 
pipe fittings, pipe hangers, unit heat- 
ers, valves, or fire protection equip- 
ment—from someone. Naturally, we 
want that “someone” to be Grinnell. 

Of course, we are going to adver- 
tise in business publications and via 
direct-mail to tell as many potential 
buyers as we can reach that Grinnell 
makes all those things. We will tell 
them over and over again why they 
should buy these products from 
Grinnell. 

But that is not all. 

We will place catalogs of our va- 
rious products in the hands of thou- 
sands of potential customers so that 
whenever they want comprehensive 
information and technical data, they 
can find it without delay and with 
almost no effort. 

Why do we send out this kind of 
product data before prospects ask 
for it? Doesn’t this tend to short- 
circuit requests for catalogs that we 
could use as sales leads? We don’t 
think so. 

Many prospects won’t write for 
catalogs —especially those who are 
not ready to talk with the sales rep- 
resentative who will follow up the 
inquiry. Also, we think we stand a 
better chance to make a favorable 
sales contact at the prospect’s invi- 
tation, after he has had the oppor- 
tunity to study our product in some 
detail. 

It is reasonable to suppose that 
you can get more orders, faster and 
at lower cost, if you meet your pros- 
pective customers half way. You do 
this by removing all possible hin- 


drances to buying. We don’t believe 
in making it any harder than neces- 
sary for a cash customer to find out, 
through adequate product informa- 
tion, that we have what he is look- 
ing for. That is why Grinnell invests 
a good part of its marketing dollars 
in catalogs, and in getting them into 
the hands of prospects where they 
will do some good. 

Most of our catalogs are specially 
designed for certain markets. Some 
we distribute individually and others 
we send out in pre-filed form through 
Sweet’s Catalog Service, where the 
markets served by Sweet’s coincide 
with ours. This pre-filed distribution 
(in bound collections of manufac- 
turers’ catalogs) gives us good as- 
surance that our catalogs will be 
kept and used. The fact that we have 
used Sweet’s service for 35 years is 
a measure of the importance we 
attach to getting the best possible 
performance out of our catalogs. 

It should be pretty obvious that 
the easier you make it for your prod- 
ucts to be bought, the easier they 
are to sell. Maybe it would be more 
accurate to say that it makes them 
less difficult to sell—because any- 
body who has been at it even a short 
time knows that marketing to in- 
dustry is never easy. About the best 
you can do is to figure out ways to 
cut down some of its inefficiencies 
and some of its cost. 

In our opinion, better distribution 
of product information, so as to an- 
ticipate the needs of buyers who are 
looking for suppliers, offers a big, 
practical step in this direction. 
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Visual aids .. synchronized projectors 


joint Army-Navy specifications and 
also on military qualified products 
list Accommodates 500, 750° o 
1000-watt lamps. Airjector cooling 
system protects film. Projector can 
be set up and loaded in five sec- 
onds Price $228.50 Viewlex 


Inc., 35-01 Queens Blvd., 
Island City 1, N.Y 


Long 


Trade show exhibit paced 

12. with filmstrip projector 
Adslide Projector Co. has intro- 
duced a new 16mm. single-frame 
color stripfilm projector. It shows 


from 10 to 320 life-like pictures, one 


ARR DgL ts 


frame at a time, automatically and 


continuously on enclosed screen 


Projector is designed for point- 


of-purchase demonstrations, con- 
vention booths, sales meetings, il- 
lustrated lectures and _ training 
classes. Has a remote control switch 
for manual operation is easily 
removed from cabinet for wall 
screen presentations 

cabinet 
weighs 25 Ibs Size 20’x13”’x 
1642”. Cost $224.50. Projector 
alone sells at $149.50. Adside Pro- 
Montrose Ave.. 


Projector with display 


jector Co., 3726 
Chicago 18 


Sound-filmstrip projector 

1 . has remote control button 
Pushbutton remote control of the 
film advance from any point in a 
room, with the projector independ- 
ent of the record player location, 
are selling points of the Soundview 
SA-43 projector. 
The same unit may be operated as a 
fully automatic system, controlled 


sound  stripfilm 


by a high or low frequency signal 
Employs 35mm film. 

Price: $195. Weight: 25 Ibs. 
Size of carrying case: 1514”x17”’x 
812”. Automatic Projection Corp., 


29 W. 35th St., New York. NY. 


on the record. 


DuKane: automatic sound- 

14. filmstrip projector 
The DuKane Auto- 
matic” sound filmstrip projector was 


“Compact 
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CHILTON ve News of automotive and aviation manufacturing 
— roto ... America’s largest industrial market 
from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








THE ORDNANCE CORPS has announced development of a heavy artillery transporter 
known as the T-10 and designed to carry a 280 mm cannon which fires conventional or 
atomic shells. It can travel on the highway or across country over rough terrain. 
The unique vehicle consists of two tractor units, one forward and one to the rear, 
with a hydraulically controlled gun carriage suspended between them. 


WIRE WHEELS as optional equipment will get a big play next year. Apparently two 
types of wire wheels will be offered: one, a full wheel which will replace the 
conventional disc-type now generally used, and the other an assembly which mounts 
over the hub by removing the hub cap and masks the regular wheel. 


CHRYSLER WILL BUILD a new production control metallurgical laboratory at its Dodge 
San Leandro, Calif. plant to maintain quality control in manufacture of airplane 
propellers. It will be equipped with the most modern instruments, including x-ray 
machines, spectographic equipment, cold cabinets and other testing apparatus. 


NET PAID circulation of AUTOMOTIVE INDUSTRIES is 14,508 (6/30/52), the highest 
in its history. It reaches and influences the design, engineering, production, 
administrative, purchasing and sales executives in 3,249 automotive and aviation 
manufacturing companies. In addition, there are over 1,300 subscribers in various 
U. S. Government departments and branches, such as Wright-Patterson Air Base; 
N.A.C.A.; Arsenals; Tank-Automotive Center, etc. 








GENERAL MOTORS will complete its dual purpose plant in Arlington, Texas, even 
though the Navy has abandoned plans for building aircraft there. As a result of 
the change in plans, General Motors will start to assemble Buick, Oldsmobile, and 
Pontiac cars by next fall at a rate nearly double the volume originally expected. 


THE GLENN L. MARTIN CO. has been awarded a contract to build a high speed, jet 
powered seaplane, the Navy announced recently. The proposed seaplane is designated 
by Martin as the model 275 Sea Master. The plane is understood to be of radically 
different design from present types. 





ALL SIGNS POINT TO fourth quarter automobile and truck production as being the 
highest three months period of this year. So far as materials are concerned, steel 
for the most part is in prospect to meet the expected high schedules contemplated 
for the rest of this year. } 


CONSOLIDATED VULTEE AIRCRAFT CORP. has been given a production order to build 
America's first supersonic delta wing interceptor for the U. S. Air Force. It is 
designated F-102, and will be built at Convair's San Diego Division. Reports indi- 
cate that the triangle-shaped plane is designed for "very high’ speeds in the strato- 
sphere and incorporates significant improvements in electronics and armament." 


COMPARED TO 1946, a 36% greater editorial coverage is now being provided by 
AUTOMOTIVE INDUSTRIES, both in number of pages and in new features. It reports all 
the latest news in automotive and aviation design, engineering, production, keeping 
its 24,600 proved readers well informed. Paid circulation increased 55% during the 
same period. 


CHRYSLER CORP. has revealed that its total defense commitments now amount to 
$2.292 billion for military facilities and products. More than a billion dollars of 
the total is for Patton T-48 tanks. The automotive and aviation industries have 
over $25 billion worth of defense contracts for planes, engines, tanks, tactical 
vehicles, parts, shells, etc. 





Specialized Editorial Services 


NeW cover designs 
new names 


dramatize specialization 
of these railway papers 





To sell most effectively to the broad field of railroading, use 
these publications to contact the railroad top management 
and the key men within the deparrments concerned. 
Simmons-Boardman makes this possible at minimum cost 
through its monthly railway publications (vertical by 
departments) and RAILWAY AGE, the weekly business publi- 
cation of railway management and operation. 


Effective with the January 1953 issues, 
many improvements will be made to 
all of the Simmons-Boardman railway 
publications. Two will have their 
names modernized, to more explicitly 
define the branches of the field they 
serve; and all will have their front 
covers redesigned. 
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RAILWAY LOCOMOTIVES AND CARS 


(formerly Railway Mechanical and Electrical Engineer) 

is the only magazine written specifically for railway 

men who design, build and maintain railway rolling 

stock, and who are responsible for shop operations 

and shop equipment. It concentrates on serving 

the interests of railway mechanical and electrical officers. 
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RAILWAY TRACK AND STRUCTURES \ 
(formerly Railway Engineering and Maintenance) \ 
is the only magazine written specifically for railway 
men who design, build and maintain railway tracks, 
bridges, buildings, and other railway structures. It is / 
the specialized magazine of railway engineering and 
maintenance officers. P / 
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RAILWAY AGE 


is the only magazine written specifically from the 

viewpoint of railway management and operation. It 

is the recognized authority on railway matters... 

the broad coverage, weekly railway business 

publication. It is must reading for all railway men in 
executive, managerial, purchasing, and key 

departmental positions who have an interest and 7 


responsibility in the business of railroading. A 
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RAILWAY SIGNALING AND COMMUNICATIONS \ 


is the only magazine written specifically for all railway 
men who design, install and maintain railway 
systems of signaling, centralized train control, car 
retarders for classification yards, highway grade 
crossing protection, telephone, telegraph and radio 
communications. 


Signaling ae 
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A NEW Monthly Magazine For Shippers 


RAILWAY FREIGHT TRAFFIC will take over both the service and 
shipper distribution of the Freight Traffic issues of RAWay AGE. 
The purpose of changing this service into a separate publication is 
to broaden its scope and increase its value both to the shippers who 
read it and to the railroads and suppliers who advertise in it. The 
first issue of this new publication will be January 1953. It will offer 
a new schedule of advertising rates, and these rates will also be 
available in combination with RaILway AGE. 
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Visual aids . . projectors, viewers 


designed as an industrial training 
and sales tool. Picture change is 
synchronized to the recording 
Turntable plays 33-1/3 and 78 rpm 

7” to 16” records. Uses 35mm 
frame film, blower cooling 
Price: $196.50. Size: 134%”x1512” 
x72”. Weight: 24 Ibs. DuKane 


Corp., St. Charles, Ill 


15. 


The Illustravox “Master” 
sound-filmstrip projector is an ef- 


single 


Illustravox lists manual 
or automatic projector 


model 


fective tool for sales training, serv- 
ice training, direct selling, job in- 
struction, safety training and public 
relations 

Its slim-proportioned luggage- 
type case contains a 300-watt pro- 
jector, 33-1/3 rpm turntable, power- 


ful amplifier and a 6” loudspeaker 
Provides storage space for three 
16” records and filmstrips 
Models _ that 
manually or automatically are avail- 


advance filmstrip 
able 

List prices range from $142 to 
$244.50 Electro Engineering & 
Mfg. Co., 627 W. Alexandrine, De- 
troit 1 


Display unit shows 18 
16. posters automatically 

Admaster is an automatic display 
which can use up to 18 standard 
8”x10” photographs, posters, ads or 
other material of that size in- 
cluding fabric samples. Each mes- 
sage appears for 5 seconds, then 
moves out of sight as another takes 
its place. Display continues auto- 
matically with no attendant re- 
quired 

A fluorescent light fixture is part 
of the display and illuminates the 
messages. These can be quickly 
changed by removing cabinet hood 
A standard merchandising medium 
for use in trade shows. Weight 
30 Ibs. Size: 21”x16”x15”. $124 
F.0.B. Chicago. ADmatic Projector 
Co., 800 Davis St., Evanston, III. 


17 Port-A-View shows color 
+ slides on top of a desk 
Many businesses make use of col- 


or slides in selling their products, 


The FR 


projector- 


installations and services. 
Port-A-View 35 mm 
viewer provides a method of show- 
ing slides informally to small 
groups. 

Viewing screen is 6” square. 
Slides are enlarged four and a half 
times and can be seen in ordinary 
light. Uses 50-watt lamp. 
An automatic plunger-type slide 
changer holds 36 moving 
smoothly into position at the touch 


room 
slides, 


of a finger. 

It’s really portable folds up 
like a camera to 2%”x6%4’’x10'” 
size. Weight: 4 lbs. Price: $49.50. 
FR Corp., 951 Brook Ave., New 
York 56, N.Y. 


Video-graph presentation 
18. board dramatizes speech 


Video-graph Presentation Board 
is a new and improved application 
of the old-time “flannel board.” It 
uses Flok-tite, a nap-like surface 
composed of nylon fibers, as back- 
ing for artwork, cutouts or strips 
of lettering. 

The speaker simply places the il- 
lustrative material of his presenta- 
tion against the chemically-treated 
backboard, and it stays there until 
he wants to remove it. 

Cost of 3’x4’ black fabric, 2-panel 
built-in easel for both 
. $42.50. 

pres- 


assembly, 
horizontal and vertical use . 


Weight: 16 lbs. Flok-tite: 





(NIAA Outline) 


Latest U.S. Statistics 
Latest Publication Data 


Just published — 24-page 

file-size folder with up-to- ON 
the-minute information to } 

help you determine the sales 

potentials for your products | 

in the huge Metalworking [© 

Industry. : 


Mail handy coupon below 
for your copy 


PRODUCES Results FOR ADVERTISERS 





Scores of letters from manufacturers selling to the metalworking 
industry tell us their advertising in MACHINE and TOOL BLUE 
BOOK produces results. A recent independent readership study 
shows that 88° of the readers have bought products advertised 
in the BLUE BOOK, and that 92°% respond directly to BLUE BOOK 
advertisers. 


Here's a receptive, ready-made audience —a monthly reader- 
ship of 141,000 among metalworking’s top administrative, 
= = engineering and production men. MACHINE and TOOL BLUE 
BOOK has the right combination for SALES — the right editorial 


x 40 000 formula directed to the right audience of buying executives. 
2 Vv i 
over / COPIES schedule a vigorous campaign in MACHINE and TOOL BLUE BOOK 
to Metalworking for 1953 and see how it can help increase your sales. 
_» Exeattives in 1953 





Clip and Mail Coupon for BLUE BOOK Dota File 


4 agenda agteRRY step REEL 


MACHINE and TOOL BLUE BOOK 
Willow and Reber Sts., Wheaton, Ill. 


Please send me copy of your new 24-page DATA FILE on the 
Metalworking Industry and MACHINE and TOOL BLUE BOOK. 


@ Audited by CCA. 
@ Circulation verified by Western Union. 
@ More than 95% personalized. 


@ First pocket-size publication for the 
metalworking industry. 


@* Low cost. Produces results. 


Name . 


Firm ... 


Street .. 


City 


4 
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HOW TO MOVE BIG EQUIPMENT 


(and build a big brand name) 


... LN THE FULL STREAM OF 
AMERICAN INDUSTRIAL PRODUCTION 


PUT | Power BEHIND IT 


YEAR AFTER YEAR 


Tomorrow will demand more and 


! America is producing 70% more goods — everything from turbines to tea 

bags—than we were able to make in 1939. 

The big reason behind this vast increase in production is power. Sure, there 
are a few more industrial workers, but they're using 140% more motor horse- 
power than in 1939. 

In the booming market that buys these motors and puts them to work, more 
than 45,000 Power readers form your biggest available audience... 

—an all-paid audience that wields one of the biggest O.K.'s in all industry. 


Are they up-to-date on the performance facts about your product? 





THE LIST OF SALES OF THE 


WESTINGHOUSE EN GIN KS, 


——SS——= ——————————————— a 


COMPOUND, STANDARD AND JUNIOR, 
FOR THE MONTH OF OCTOBER, 1888, 


is too long to publish in extenso as an Advertisement. Orders were received on eighteen working days, the five 
heaviest days yielding respectively, 16, 11, 10, 8 and 7 ENGINES EACH. 


Total, Eizhty-Six Engines, aggregating 3310 H. P. 


Sales for August, September and Octob were over 200 ENGINES of all types, aggregating nearly 
10,000 HORSE POWER. 


Wise IS IT? =— 








Westinghouse Electric Corporation (which last year sold more than one-billion- 
two-hundred million dollars worth of goods and services) was just two years 


old when this advertisement appeared in Power in 1888. 


Westinghouse —a familiar power name in household and industry —has adver- 


tised consistently in Power for more than 68 years. 


behind it 


| abc- abp 


| 
L) 
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Visual aids . . opaque projectors 


sure-sensitive gum 


package of 12 (12”x12”) sheets, $5 

Florez Inc., 815 Bates St., Detroit 26 

19 Handi-Viewer stereo unit 
- fits in salesman‘s pocket 


The Realist ST63 Handi-Viewe: 


secret we apon’ 


backing, pet 


can be used as a 
sales aid. Viewed by customers, it 
produces a colorful, three-dimen- 
sional picture by means of matched 
2”x2” slides mounted in the viewe1 
The highly realistic photographic ef- 
fect is based on the sterec principle 
Light is supplied by flashlight bat- 
teries 

Handi-Viewer is plastic and fits 
into a man’s coat pocket. Price 
$9.50. David White Sales Co., 315 
Court St., Milwaukee 12, Wis 


View-Master stereo shows 
20. scenes on revolving disc 
The View-Master 


uses paired color 


Stereoscope 
transparencies 
mounted on a disc to show scenes 
and objects in relief or three di- 
mensions Revolving the disc 
changes the picture 

Products, services, processes and 
other selling factors can be shown 
dramatically and realistically to a 
business prospect. Price, with reel 
$3.50 to $5, depending 


upon quantity. Sawyer’s, Inc., P.O 


Box 490, Portland, Ore 
Transvuer shows product 
21. pictures to small group 


The Transvuer provides an evenly 


of pictures 


illuminated background for trans- 


parencies. It is designed for pres- 
entations to individuals and small 
across the desk or at con- 


The light comes on when 


groups 
ferences 
the transparency is put in place and 
goes off when it is removed. 

The device has carrying space for 
It folds down to 
a size of 7”x7”’x13” Weight: 7 
Ibs. Price: $29 F.o.B. Detroit. Hen- 
ning & Cheadle, 1060 Fort St., De- 


troit 26 


50 transparencies 


Vu-Lite opaque projector 
za. holds objects by suction 


Vu-Lite opaque projector is use- 
ful in presenting instructional and 
selling programs in business, in- 
dustry and classrooms. Total dark- 
ness is not required. The Vacumat- 
ic Platen 


mounting of picture holders. 


need for 
Dur- 


ing projection, all kinds of mixed 


eliminates 


copy, from a postage stamp to an 
81x11” page, are suction-held flat 
without flutter. Suction fan also 
cools projector. 

The Feed-O-Matic Conveyor puts 
through by 
handle, ejecting the old copy auto- 
matically. Pointex Projection Point- 


new copy turning a 


er throws a lighted arrow on any 
portion of the screen. Cost: from 
$235 to $348.50. Weight: 35 lbs. Size: 
24”x13"x22”. Charles Beseler Co., 
60 Badger Ave., Newark 8, N.J 


Bausch & Lomb opaque 

23. projector aids industry 
This opaque projector is being 
used in industrial training for show- 
ing charts, graphs, and samples. 
Also in meetings of sales and ad- 


vertising forces for instruction by 
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THE IMDEPEMOENT WATIONAL TRAFFIC AND TRANSPORTATION MOWS—5— 
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Transportation 
Supply News 





aren nee 





TRAFFIC WORLD and Transportation Supply News 
gives Greater Impact 


because of these Affiliated Services 





Daily Traffic World 


While Traffic World 
weekly is published ev- 
ery Saturday, Daily 
Traffic World is pub- 
lished Monday through 
Friday, except on holi- 
days. A high subscrip- 
tion price daily, it pro- 
= vides a complete daily 
of all traffic and transportation 
news. No advertising is carried. Daily 
Traffic World is published in Washington, 
D.C., at the end of every business day. 








report 


EDUCATIONAL 


Educational Division of The Traffic Service 
Corporation ties together the College of 
Advanced Traffic and the Academy of Ad- 
vanced Traffic—advanced in course content, 
teaching methods, and _ training—devoted 
solely to a single subject of transporation 
and traffic management. 


Material Extensively Used 

Transportation and traffic management train- 
ing of the Traffic Service Educational Divi- 
sion is recognized and highly regarded by 
leaders in the industry. Not only is it 
taught via resident training, via extension 
courses, but also it’s being used by over 70 


Book Service 


A complete library service for executives, 
teachers and students, offering a wide se- 
lection of books concerning the entire 
field . including not only books pub- 
lished by The Traffic Service Corporation, 
but also those of other leading publishers. 


Watching Service 


This service includes the personalized 
reporting of detailed information about 
particular matter which is not possible to 
publish. This department acts as a “watch 
dog” for many subscribers at the I.C.C., 


universities, colleges, traffic club study 
groups, and the like. 





EDUCATIONAL 
DIVISION 





F.M.B., C.A.B., various other government 
departments and the congress. 


Traffic Bulletin 


A week-by-week report 
of changes in rates as 
initially proposed, ab- 
stracts of all freight 
tariffs filed with the 
regulatory agencies, and 
action of the latter re- 
flected in suspended tar- 
iffs, fourth section ap- 
plications and __ petitions 
Published every Saturday. 


TRAFIC BOLRETE 5. 
'. 











DIVISION 


Nation-Wide Extension Training 


The same resident training in four key cen- 
ters is available the country over by cor- 
respondence. Thousands of men and women 
avail themselves of extension training offered 
by the Extension Division of the College of 
Advanced Traffic out of the Chicago office. 


Four Resident Schools 


The College of Advanced Traffic maintains 
resident schools in Chicago and Detroit, 
while the Academy of Advanced Traffic 
operates schools in New York and Philadel- 
phia. 


Write for additional information on the educational division 


or for copies of our p 


hiknti 





Traffic World and Transportation Supply News are part of a family of services of 
The Traffic Service Corporation — America's only organization devoted solely to 


traffic and transportation management pu 
these two publications get a greater impact 


blishing and education. Advertisers in 
because of these closely tied-in affiliates 


— a setup not common in publishing generally. 


Traffic World 

The traffic and transportation news mag- 
azine, published every Saturday, consist- 
ing of news reports of legal, legislative 
and regulatory developments affecting 
all carriers, as well as of general trans- 
portation news, supplemented by feature 
articles dealing with the handling of 
practical transportation problems.  Cir- 
culation is ABC—over 9,000 paid. Sub- 
scription price, $24 a year, 90% renewal, 


Transportation Supply News 

Reports new developments in equipment, 
supplies and materials for users of trans- 
portation services as well as all carriers. 
This tabloid monthly was founded in 
1945 and has shown consistent gains in 
advertising volume. TSN's easy-to-read, 
easy-to-reply-to format assures tangible 
results from sales producing inquiries. 
Product items well illustrated. Liter- 


ature items published. 45,000 monthly 
coverage—CCA circulation. 








THE 
TRAFFIC SERVICE 
CORPORATION 


Founded 1907 


State-Madison Building 
22 West Madison St., Chicago 2, Ill. 


SAN FRANCISCO 3 
821 Market St. 


NEW YORK 17 
253 Broadway 
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visual methods in sales technique 
ERM 


blower cooling system, uses a 500- 


Balopticon has built-in 
watt, 115-volt lamp, can be operated 
from any lamp socket. It projects 
subjects up to 734”x6%s” in entirety, 
though larger-size objects can fit in 
holder 
from five to 30 feet 

Price $175. Weight: 30 Ibs 
Size 1914”x8"x2414”". Bausch & 
Lomb Optical Co., Rochester 2, N.Y 


Project-to-screen range of 


96 / industrial Marketing 








24 Da-Lite screen sets up 
+ Stand by push-button 

The Da-Lite “Challenger” screen 
by push-button One 
touch of the button sets up the 
tripod legs 


operates 


screen automatically . . 
open and the extension tubing is 


Merely 


released from the case 


turn the case, raise the fabric and 
select the screen height desired. 

Sizes from 30x40” to 70x70”. 
Weights from 13 to 24.5 lbs. Prices 
from $24.75 to $54.75. Da-Lite 
Screen Co., 2711 N. Pulaski Rd., 
Chicago 39. 





f projection appear on 


llant screen, even in jaytime 


2 5 Radiant screen can be 
- used in lighted rooms 


Slides, filmstrips, and movies have 
proved to be important aids for sell- 
ing to industrial markets. To elim- 
inate the awkward and sometimes 
impossible problem of room dark- 
ening for projection, Radiant Screen 
Co. has developed the Classroom 
Screen for use in lighted rooms. 

Screen permits better leader- 
audience contact and control during 
projection, as well as note-taking 
and use of models, charts and other 
supplementary visual material. May 
be used on a desk, table, wall or 
Sizes and prices: 20x20” 
. . $29.75; 30”’x40” . . $37.75; 40”x 
40” . . $39.75; Stand: $12.95. Ra- 
diant Mfg. Corp., 2627 W. Roosevelt 
Rd., Chicago 8. 


stand. 


Sales training course giv- 
26. en by 8 talking slidefilms 


The “Step-Up Sales Plan” is a 
series of eight talking slidefilms, 


salesmanship are 


irse “Step-Up Sales Plan.’ 





Look up and down Main Street 





for Metalworking products... 











...-made in the plants reached by Farias 


One look up and down Main Street, U.S.A....and you'll see why 





Metalworking is one of your richest sales prizes. Hardly a 
square yard is untouched by products made in metalworking plants. 


Yet this represents but a tiny part of metalworking’s vast output 


pine 
that produces over one hundred billion dollars’ worth of products resp si 
ING 


annually. This is your opportunity. And STEEL helps you seize 
FINISHING 


it. For STEEL enters more U.S. metalworking plants than any other BRAZING 


industrial magazine. Little wonder why more and more men a lie ASSEMBLING 
MACHI : 


are putting their faith, and their advertising, in STEEL. 
INSPECT 
STING ING 
STEEL e Penton Building e Cleveland 13, Ohio — 


Nod fe. 
ens ‘Tree, 
Tn, iC 


Look Closer at only one Main Street 
item—this parking meter. Consider the 
operations required in its making 
operations that call for your products or 
services. When you advertise in STEEL 
you reach more of the men who direct 
these operations, and have the power to 
buy the things you sell 


The magazine of the men who manage, operate, and buy for the metalworking industry 








Our own salesmen 


say...advertising 


in GAS pays off 


“When our salesmen see results in the making 


COL. W. F. ROCKWELL, Chairman of the Board 
Rockwell Manufacturing Co., Pittsburgh, Penna. 


come up with comments like these we know our 


and 


advertising is doing a job for them and for us, 


“Our present advertising campaign 
is aggressive and wide in scope, and 
I have received many favorable 
comments from my customers. I 
also teel that GAS is making an 
excellent contribution since it ac- 
curately covers all phases of the 
industry.” 

W. OF. Gulley, Seattle, Washington 


“I would say about 90% of my cus- 


tomers are regular readers of GAS.” 
Ray Jerge, Pittsburgh, Penna. 


and our investment in GAS is paying off.” 


“Many of my customers have ex- 


pressed appreciation of our adver- 
tisements, as well as the articles 
that appear in GAS. They have 
thanked me several times for the 
subscriptions they are furnished 
through the courtesy of my com- 
pany.” 

James E. Glenn, Lincoln, Nebraska 





“The present advertising of my com- 
pany is very good and very helpful 
to a salesman. GAS magazine ts 
one of the outstanding publications 
in the industry.” 

Herbert Parker, Jackson, Miss. 





“It is definitely valuable to have our 


advertising placed in the hands of 
the gas company men I contact.” 
William D. Minter, Atlanta, Ga. 


For 25 years Rockwell Mfg. Co. has been 


building a large acceptance for Rockwell 


Valves, Meters and Regulators through a 


Consistant Advertising Program in GAS 





“GAS seems to have the unique 


position of being on the top of the 
literature on most gas utility men’s 
desks.” 


Harry A. Moore, Pittsburgh, Pa. 


@q has the Largest Circulation in the Gas Industry and to the Men who have Authority to Buy 
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Visual aids . . recorders 


planned as a sales training course. 
It transmits the experience of suc- 
cessful salesmen and saleswomen 
and applies to any type or size sales 
force in any kind of business. 

The sales training meetings cover 
fundamentals of salesmanship, and 
tech- 
nique from opening to closing the 


know-how of good selling 
sale. Eight talking slidefilms, in- 
cluding meeting guide, text booklet, 
questionnaire and grading mask on 
each of the 8 films $280 F.O.B. 
Chicago. George Brosch & Asso- 
ciates, 3105 E. Grand Blvd., Detroit 


yj 
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27 Tape recorder is versatile 
- alone or with a projector 


This is the new Ekotape recorder, 
available at either of two tape 
speeds . . model 114 which plays at 
334 inches per second, and model 
116 which plays at 7% inches per 
second 

Available as extras are a_ foot 
switch to stop and start tape in- 
stantly for easy editing and cue- 
ing, and the Continuous Tape Mag- 
azine for playing tape repeatedly 
without operating the controls. 

Price for either model: $179.50. 
Webster Electric Co., 1900 Clark 
St., Racine, Wis 


27. Sales or 


Continuous tape cartridge 
28. gives ‘repeat’ messages 


A highly useful accessory for tape 
recorders is the Connecticut Con- 
tinuous Tape Cartridge now being 
used in sales promotion for talking 
displays at point of sale and trade 
show exhibits, as well as for sales 
training and management commu- 
nications to salesmen. The cartridge, 
a 100 ft. double-coated tape with a 
“Mobius” twist, will record and play 
back both sides without interrup- 


tion. It repeats the message as 


many times as desired 

Recorded cartridges can be dupli- 
cated, erased and re-recorded as 
required They are sealed-in, 
which eliminates rewinding or tan- 
gling of tapes, and are easy to 
handle and load 

The “Repetitive Impact” adapter 
magazine permits the use of this 
cartridge on any make recorder or 
playback The 
easily attached or removed and re- 
adjustments 


adapter case _ is 


quires no changes o1 
Price of 
cartridge $39.50 
$6.95. Connecti- 

Electric Corp., 


in present equipment. 
adapter with 
Cartridge alone 
cut Telephone & 
Meriden, Conn 


Visual Aids . . Sight & Sound. . 


Colored Skywriting . . ha 
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How to make good photographs 





foundries and the many places 
where Link-Belt equipment is used 
are often crowded, dusty, smoky 
and poorly lighted from the photog- 
rapher’s standpoint and machin- 
ery is constantly on the move. 
Link-Belt products themselves are 
designed for utility rather than their 
photogenic qualities. These prob- 
lems provide real opportunities for 
use of imagination and_ technical 
photographic skill.” 

Link-Belt needs 1,000 pictures a 
year for use in business publication 
ads, booklets, catalogs, the external 
publication and _ other publicity. 
Says the company 

“Many of our installations are 
custom engineered for a particular 
job. And nothing compares with a 
good photograph in describing the 
equipment in use 

“We're interested in more than 
just photos. We went creative sell- 
ing photography pictures that 
tell a forceful story clearly and at 
a glance. Each picture should have 
a purpose. This calls for careful 
planning, coupled with a clear un- 
derstanding of the function of the 
equipment being photographed.” 

Every photographer who takes an 
assignment from Link-Belt is given 
two paper forms. (1) a routine 
“model release” which is signed by 
anyone appearing in the picture and 
which gives the company permission 
to use the picture in advertising 
and (2) a “photographer's job re- 
port” designed to give the company 
a complete case history of the in- 
stallation pictured. The job report 
provides for spaces for filling in the 
name of the company using the 
Link-Belt product, home office ad- 
dress, address of the plant or site 
where the product is installed, type 
of business in which the company 
is engaged, name of person supply- 
ing this information, his title, func- 
tion performed by the Link-Belt 
product photographed and its exact 
name, type and size or rating 

The photographer is also asked to 
fill in the answers to such questions 
as: Did Link-Belt help with the 
over-all engineering on this job? 





98 /indu trial Market 


How long has product been in op- 
eration? How many hours per day 
(or week) does it operate? Did it 
replace a competitive product? If 
yes, what were the former diffi- 
culties and how has the Link-Belt 
product solved them? If a new ap- 
plication, what special or unusual 
requirements had to be met? What 
were the unusual results of this in- 
stallation (output, improved serv- 
ice, working conditions, etc.)? Did 
owner have any previous favorable 
experience with Link-Belt products 
that influenced his decision to buy? 
If yes, what were the specific prod- 
ucts, and why was he satisfied? 

Finally, the photographer is asked 
to obtain a flow sheet, if applicable, 
showing how Link-Belt equipment 
fits into the over-all process. He 
signs and dates the report and turns 
it in with the photographs. 

To get the size and kind of photo- 
graphs easy to handle, Link-Belt 
asks photographers to observe the 
following points of advice: 


13 things 
to shoot for . . 


1. Print size must be 8”x10” 
We also prefer 8x10” negatives, 
which, of course, must be sharp and 
clear. However, good negatives 
4”’x5” or larger are acceptable. Use 
a fully adjustable camera and the 
longest focus lens possible for nat- 


ural perspective 


2. Area must be evenly lighted 
avoid hot spots or reflections due to 
lights or windows. Artificial light- 
ing is almost always essential on 
interior views; avoid strong pro- 
jected shadows 


3. Keep vertical lines vertical 

4. Equipment should be shown 
in use, and the picture should show 
the tvpe of work being done if 


possible. 


5. Often a man at work helps 


show how the machine is used, as 
well as its size, and provides human 
interest. The man should not be 
too prominently in the foreground 
and should be performing a normal, 
natural task at or near the machine. 
He should not look directly at the 
camera. 


6. Focus attention on the Link- 
Belt equipment, particularly where 
it is only part of the scene. If com- 
petitive equipment appears, be sure 
to get manufacturers’ names. 


7. Where machinery (such as a 
chain drive) is protected by guards 
that hide the equipment, take pic- 
tures both with and without the 
guards if it is possible to have them 
removed. 


8. A certain amount of house- 
cleaning may be necessary before 
you snap the shutter. Wherever 
possible, get rid of distracting ele- 
ments, such as rope, pails, Coke 
bottles, clothing and unnecessary 
debris. Make sure that the equip- 
ment is clean and orderly, but re- 
tain a natural appearance, partic- 
ularly in cases where it is desirable 
to show the severe conditions under 
which the equipment is operating. 


9. Look for good composition 
and the right camera angle. An 
elevated view can sometimes show 
a broader view of the plant and 
help to put the equipment in proper 
perspective. A low angle some- 
times adds drama to the shot. 


10. Consult an electrician before 
connecting any lights. Many times 
the fuses are already carrying a 
heavy lead, and if a fuse is blown, 
production must be shut down until 
it is replaced. Be careful. Such 
situations are detrimental to Link- 
Belt 


11. Don’t fake a suitation. En- 
gineers who read our advertising 
are quick to spot anything that’s 


not correct. 


12. Get two or three views of 
each subiect from different angles 


and distances 


13. Get a model release from 
each person photographed 





YOU WANT TO KNOW 


(Me wll be lad Ol You.) 


DO YOUR ADVERTISEMENTS REACH THE RIGHT READERS? Through 
our Industry Census Department we can tell you who the Right 
Readers are for your products and services; how many there are and 
their geographical distribution. 





DO THESE RIGHT READERS READ YOUR ADVERTISEMENTS? From 
depth personal interviews in the fields and plants, and from tele- 
phone surveys, we secure this information. You may prove the 
accuracy of reports by making your own mail survey (writing 
to your own list, asking your own questions in the manner you want 
them asked). We will pay costs of such a survey, helping you de- 
termine this point yourself. 


WHAT DO THESE RIGHT READERS LIKE TO SEE IN YOUR ADVER- ; 
TISEMENTS? The services of a well known research house are 
retained on a continuing basis to make depth personal interviews 
in the field and plants to determine what Right Readers like to see 
in advertisements; how they like them presented, ete. Such inter- 
views are now being made and first results will be available soon. 


WHAT DO THESE RIGHT READERS BUY AND HOW DO THEY BUY IT? 
Our Market Research Department is prepared to assist advertisers in ; 
studies of their markets and buying procedures within these markets. : 
if answers to your needs are not readily available, we will make 
special field investigations for you, for it is our sincere desire to 
work with all advertisers on mutual problems. 





211 SOUTH CHEYENNE 
TULSA, OKLAHOMA 








Solbw She fennel andl You sollowihe Oileladuity!’ QQ 





NOW...to give you a better measure of Advertising Value 


~ WE’RE ASKING EVERYBODY RECEIVING AVIATION AGE 
THESE THREE QUESTIONS: 


w: 
205 E. 42nd $1, NEW YORK 17,N 


Positive certification of readership! 


Those that reply “No” to either question +2 or #3 are droppe d Aviation AGE is the only magazine in its field prepared 
from Aviation AGr’s circulation. to offer such black and white evidence that it is being 


; ' : read. 
This is much more than a verification that the magazine is being 


received. It is tangible evidence of readership ... the sort of For further information about Aviation AGE’s certified 
information you can't get from any circulation statement. readership, write AVIATION AGE or any of our branch 
offices. 
100% certification of readership! 

We ask these three questions of every single individual on bis . . 
our circulation list.* The names of those not replying are Aviation’s Technical Magazine 
turned over to the Research Department of Western Union, 
which contacts these individuals by phone to get answers to 


these same three questions, 


*As of September Ist, 70% of Aviation Ace’s circulation 
list has been cor ipl te ly certified. Certification of the entire 
list will be completed by January, 19538, and will be audited A CONOVER-MAST PUBLICATION 
by the J. kK. Lasser Company. Here’s AVIATION AGE’'s 205 East 42nd Street, 
certified re idership as of September Ist. N's P| New York 17, N. Y. 

Read and Request nas hed 92.2% 

Read routed copy ’ 1.0% Chicago—737 No. Michigan Avenue 

Don't Read—Drop 3.5% Cleveland —1900 Euclid Avenue 

Not at address 3.3% Los Angeles—5478 Wilshire Boulevard 

TOTAL . . . 100% Washington, D. C.—996 National Press Building 














copy chasers 


Getting ready for new 1953 


canpaigns? Get your ideas here 


® Now Is the time of the year when 
all good agencies, obedient to the 
annual obligation to furnish the 
client, come New Year’s, with a 
brand new advertising program, are 
busy dreaming of new campaign 
themes. 

Just as annually, we Copy Chasers 
mark the season deploring this tra- 
dition, objecting to the advertisers’ 
expectation and the agencies’ ac- 
quiescence to it. 

Why a new campaign in what is 
the middle of most companies’ sell- 
ing season . . why not at the start 
of the season (September usually) 
when ambitions are fresh, salesmen 
refreshed from their summer loaf? 

Why, indeed, a new campaign at 
all? What is the matter with this 
year’s campaign? Does the change 
of the year change market condi- 
tions, change product characteris- 
tics, the competitive situation, the 
sales strategy? Of course not. Ob- 
jectives are, usually, the same; De- 
cember 31 doesn’t automatically al- 
ter them. 

Perhaps campaigns should be 
changed oftener than once a year; 
generally, though, they need chang- 
ing less often than that. 

But advertisers get tired of cam- 
paigns long before the market does; 
and some clients think that good 
agency service demands a new cam- 
paign idea with each new calendar 
year. 

And agencies, fearful of their 
clients’ distrust and perhaps even 
hopeful that a bigger budget can be 
slid through, faithfully perform the 
rite of the brand new plan. 


This year, the Copy Chasers will 
forego their annual editorial on the 
foolishness of the annual plan; in- 
stead, we bow to the inevitable and 
proffer aid in your prostitution of 
principle. 

Are you seeking a new idea for 
Glopp’s Bolts? Is the Little Wizard 
Turret Lathe Co. restless, and you 
lack a new theme to put you back 
into favor? Are you having trouble 
locating a campaign that will keep 
your competitors off J. W. Fudd, 
Inc.? Are you desperately trying to 
find a gimmick that will get you off 
the hook with Gump’s Gadgets, 
show you're on the ball? 

Well, the Copy Chasers have been 
working in your interests. We pre- 
sent .. in the ensuing . . a portfolio 
of sure-to-succeed ideas, guaran- 
teed to satisfy! 

And . . mark you this these 
ideas have not been garnered from 
the usual sources, the sources your 
clients would know about and thus 
be able to condemn you for swiping. 

No, we've not gathered these 
ideas for you from the magazines 
your clients are likely to see. In- 
stead, we've dug into some of the 
more unusual, exotic, specialized 
magazines, most of which would 
never pass your clients’ eyes. 

What’s new in American Bi- 


cyclist? What's hot in American 
Brewer? What's swipe-able from 
Instruments? Listen, and we shall 
tell you. Somewhere following is 


an idea that may be old stuff to bi- 
cycle dealers, brewers and instru- 
ment makers, but is likely to be 
news to a client of yours. 


anim feature 


pic 


as inserted 


» 4 


All Kidding Aside . . This isn't as 


silly as we just made out. 





Advertising is a business of ideas, 
but ideas need to be stimulated. 

One of the functions of this de- 
partment is to acquaint you with 
some advertising ideas that other 
people have had that may be worth 
adopting. (By the same_ token, 
maybe an idea of yours is worth 
adopting by somebody else.) 


$ 
; 
It’s not a case of stealing ideas i 
from other people; rather, it’s let- 4 
ting other people’s ideas spark yours : 
. . and vice versa 
So .. as much as we regret your 
having to produce new campaigns 
just because 1952 will soon turn into 
1953 . . we've acknowledged the 
need and are prepared to help 
We have, indeed, looked into some 
good vertical magazines that ordi- 
narily escape our attention. We'll 
tell you about some ads we liked . . 
and because the Copy Chasers are 
the Copy Chasers . . a few we didn't 
like at all. 


American Bicyclist . . Whether 
Westfield Mfg. Co. had the idea be- 
fore Chesterfield did, or vice versa, 
we don’t know, but this manufac- 
turer of Columbia-Built bicycles re- 
ports how that brand out-sells all 
others. This ad quotes a distributor 
(mame and address given): “Our 
experience, during the past year, 
indicates a customer preference for 
Columbia bicycles of 25 to 1 over 
any other brand.” Copy makes the 


point: 





A headline we doubt, is on a Wil- 
liams Steel Wheel & Rim Co. ad: 


“It’s fun going back to school.” 


U. S. Royal, for its bicycle tires, 
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Distributors Vote 


THE No. } NATIONAL CONSTRUCTION 
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How they voted 


1. Construction Equipment 177 


2. Contractors & Engineers 


Monthly 137 


Engineering News-Record 128 


Construction Methods & 


Equipment 119 


Roads & Streets 65 


How this survey was made 


The Ross-Federal Research Corporation, New 
York, asked the entire membership of the 
Associated Equipment Distributors, leading con- 


struction equipment distributor association: 


“What national construction publications 
should be used as advertising mediums to 
promote demand for the products you 
handle?” 


Returns came back from more than half of the 
Association’s 673 members. Construction 
Equipment was the No. 1 choice by a considerable 


majority. 
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Why the survey was conducted 
among distributors 


The construction equipment distributor is in an 
ideal position to judge which magazines in his 
field are most effective. He knows the reading 
habits and publication preferences of his cus- 
tomers—for the main channel of distribution in 
the construction field is through the distributor. 
He not only stocks and sells the equipment, he 
also services it—and frequently finances it. He is 
friend, counsellor, and father confessor to the 
buyers in his area. He, better than anyone else, 


knows what they read. 





onstruction Equipment 
ADVERTISING MEDIUM 





This survey (made in August 1952) was conducted 
before Construction Equipment had reached its third 
birthday (first issue, October 1949). In that brief 
time it has become such a powerful influence that it 
has been voted No. 1 sales medium by the men who 


know best—the distributors themselves. 


This remarkable achievement, in less than three 


years, is due to 


(1) Anew, time-saving 

editorial formula 

—that fills the industry’s greatest need—a single, 
complete monthly information source on what’s new 
in labor-saving, cost-reducing equipment and ma- 
terials—and their application—a formula tailored 
exactly to the fast-reading requirements of ever-on- 


the-move construction men. 


(2) A tradition-shattering 


circulation method 

—that maintains a 100°) buyer-reader audience, in 
the fast-moving, ever-changing construction field. 
More than 800 actual salesmen of construction 
equipment, constantly travelling from job to job, 
personally hand-pick Construction Equipment’s read- 
ers. They pay for every copy sent direct to the men 
they know from persona! contact do the buying. 





Write for the complete 
Ross-Federal report. 








( semnerecsie Equipment 





fog THE EQUIPMENT APPLICATION MAGAZINE 


A Conover-Mast Publication, 205 East 42nd Street, New York 17, N. Y. 
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Swimming frog sells 12 cans Tee 
of CURAD per day! ——F———_ 


SIVIDENDS 


Now there will be greater Gatien vohume for wou 


Ger the Mow CORRE Gesplay that brane 
sales cords @ tra stom tests! 


wo mee dusrete pecarypteme bo 


NEOHYDRIN 


Te haya sage maps 


NEOHYDRIN 


THE OIURETIC TABLETS THAT WORK 


LiMLABRAGALAS AE 


4 4 


z 


Sean 





CURAD PLASTIC SambacES 
CTL Wiis 


se: 


(he 


Ex Oc 


inserts a “gate fold” “Back to As violent contrast to the Hersey 
school in Royal style,” which is ac- ad, here’s one by Rockwell Mfg. Co. 
tually a poster to be stuck in the which offers “Some practical hints 


dealer’s window on meter maintenance,” such as: 








American Brewer “The Panama 
Canal is one of America’s greatest 


engimeering achievements.” That's ce ? . 
Swimming frog sells 12 cans of 


Curad per day!” That’s a headline 
we couldn’t resist. The frog is in a 
bowl linked up to a bulb. Reports 


Westinghouse starts a series on the ad: 


the start of an ad a four-color 
inside front cover, yet! . . on Froed- 
tert Malt. We don’t recommend 
this for your 1953 campaign for 
Fudd 


“p ; 
. ~ ractic »blems ‘onside 
Union Bag & Paper Corp. urges Practical problems to consider in 


street lighting.” This one, a spread 
illustrated with a blackboard de- 
vice, helps to answer, “How much 


buying boxes “by their pedigree.” 
This advice is illustrated by a hand- 
some collie 

Michael Yundt Co. promises 
“99+ clean bottles,” and this 


initial illumination is required to 
maintain proper levels at all times?” 
A dramatic photo of a rain-swept 


bothers us somewhat. We can put up Ba gead 
thoroughfare illustrates a G-E ad 


with soap that’s 56/100ths impure, 
’ which has the good headline: “Re- 
but we'd dislike being the customer ; : . 
duce street lighting control costs up Curad is a Bauer & Black product. 
to 30% with G-E Time Switches.” Lakeside Laboratories make 
American City We don't recom- American Druggist . . Five druggists “Neohydrin . . the diuretic tablets 
mend the Hersey Water Meter ad combined to write a Rexall ad. Each that work like an injection.” The 


who gets the 0! unclean bottle 


for swiping, either tells, in his own words, how the spread has interesting format and 

Much better is the Mathews Hy- Rexall franchise helps him increase typography and there’s a_ business 
drant ad (R. D. Wood Co.) which sales and profits. After each testi- reply card attached in the binding 
states simply, “Broken hydrant can- monial, the advertiser throws in a of the magazine for ordering an 
not seal!” Copy is just this line like this initial supply. 


Ciba suggests what to feature 
during the month, indicating in 
chart form which Ciba products are 
“slated for intensified promotion,” 
their selling points, and the vital 

Can you reduce your sales mes- There is a coupon, and here's how statistics of put-up, prices, etc. 
sage to such simple terms? the ad pushes an inquiry: U.S. Time has a good idea in its 
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: RST ISSUE... 


JANUARY, 1953 


A 


¢ 


Heres a dynamic new paper designed to 
do an essential selling job for every manufac- 
turer marketing products through industrial 
supply distributors! 

Edited for distributor salesmen. executives 
and buyers—NaATIONAL DistRIBUTION gives you 
coverage of the group that sells production and 
maintenance equipment, tools and supplies to 
manufacturing plants, mines. quarries, oil 
fields, railroads, utilities and other service in- 
dustries. Guaranteed circulation 17,500 copies 
monthly. 

For the same reasons that other successful 
manufacturers and their agencies are planning 
now to use NATIONAL DISTRIBUTION, you too, 
can have this EXTRA SELLING POWER 
YOU NEED IN ’53. 


Write now for your copy of 32-page pilot 
issue, prospectus of this carefully planned pub- 
lishing enterprise and rate card or ask your 
agency man! NATIONAL DistTRIBUTION, 270 
Park Avenue, New York 17, N. Y. 


First issue Closes Nov. 21st! 


Member: American Supply and Machinery Manufacturers’ Assn., Na- 
tional Industrial Advertisers’ Assn. and Magazine Publishers’ Asen., Inc. 
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OCTOBER, 1952 


o7 Cortes quis issue 
v7, 


Pushes Sale of Big Sheets 
And Roller Doors 


STRUCTURAL paaTERIALS 


First IssuE - October 1952 


8 pages — 9 x 12” — 17,607 copies 


Featuring... 


. yo Market Information — for years an exclusive AMERICAN BUILDER 
pes the hooks and service to manufacturers selling to the light construction industry. 


yf walls pes 
1 ae 0/235 product reviews — Every advertisement in the October issue of 
AMERICAN BUILDER is reviewed and classified by product category. 


Merchandising Ideas — Editorial feature — several merchandising stories 
based on the successful sales experience of advertisers in AMERICAN 
BUILDER. : 

November Issue in Mail November 15th 


Here’s what you get in 
Get the AMERICAN BUILDER’s All-Inclusive Merchandising Service 
FIRST ISSUE 


Write or wire our Chicago @ 12 product mentions (one a month) in the Light Construction 
office for copy, or contact the MERCHANDISER. 

AMERICAN BUILDER 
representative in your 
locality. 


For instance = If you are a 12-time advertiser — you get... 


@eEditorial mention of products exhibited at the NAHB Show — 
in the January 1953 issue. 


@Bold Face listings in the Directory Sections of the April Catalog 
Directory Issue for all your products. 


The Most Powerful Merchandising Service Ever 
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New Merchandising Service 
Advertisers in American builder 


The light construction MERCHANDISER will merchandise 





every advertisement in AMERICAN BUILDER every month to 


nearly 18,000 distributors, jobbers, wholesalers, retailers and 


salesmen of building materials and products 


Here’s what The light construction 
MERCHANDISER will do for advertisers 
in AMERICAN BUILDER: 


Every advertiser will be mentioned 
— his ad will be reviewed in every 
issue of The light construction 
MERCHANDISER at no charge. A 
reply card, requesting additional in- 
formation on the products reviewed, 
is included with every copy of the 
MERCHANDISER. These hot sales 


leads are then turned over to the 
advertiser for follow-up. 


This is a sensationally new approach 
to merchandising of building prod- 
ucts and materials. For the first time 
in the history of the light construction 
industry, advertisers are offered a 
complete and all-inclusive merchan- 
dising service through AMERICAN 
BUILDER. Outline on opposite page 
shows how AMERICAN BUILDER’s 
merchandising service helps step 
up sales. 


@ AMERICAN BUILDER 


A SIMMONS-BOAROMAN PUBLICATION 


79 West Monroe St., Chicago 3, Ill. 


Offices in: Cleveland - Dallas - 


Portland - 


30 Church St., New York 7, N. Y. 


Los Angeles + San Francisco 


BuiibeR 


os 
weal Pamt 


June ABC—96,588 
Now over 


98,000 »< 


Offered to Manufacturers of Building Products 
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Amazing thock test proves new 


opportunity for volume watch sale 

the watch is slapped up against 
a_ brick 
bad effects 


typography need some improving 


wall with, presumably, no 


but the layout and 


Pacquin’s advertises in Puck, so 
has borrowed Popeye and _his 
friends to do the commercial for the 
trade 


Cc y] - 


gate Palmolive-Peet has a dress de- 


American Dyestuff Reporter 


signer do a testimonial. “Proper 
processing awakens fabric beauty, 


says Anne Fogarty, continuing: 


is a little too 


We think that copy 
well-processed” for the dyeing 
trade. Still, it’s a good angle, and 
would Anne talked as 


you'd talk to a dyer, not to a Vogue 


come off if 


editor 

“Show this to the wife,” suggests 
Scholler Brothers, holding up a tag 
which signifies the garment is 
“Schollerized Wool 


washable in soap and water.” Then: 


completely 


Ask her if she would be more like- 
ly to buy a wool product with this 
hang-tag attached than without it.” 

Sandoz reports what Vogue says 
that “marvelous-for- 
tells 
Sandoz dyestuffs to use, on various 


“raisin” is a 


daytime color,’ then what 


fabrics, to get this fall shade 


American Lumberman R.O.W 


Sales C twin-bed 


paign, taking two-thirds-page space 


runs a cam- 
on opposite sides of a spread, thus 
gaining the effect of a spread at the 
cost of 1-1/3 
like this depends upon the layout 


Success of a stunt 
man, who usually makes the error 
(as R.O.W.’s did) of resorting to a 
number of mechanical devices 

the circles, the arrangement of cuts, 
etc., .. to pull the elements together. 
The copywriter, fascinated with the 
letter “B,” didn’t 


to keep these ads from looking as 


initial help any 


contrived as they were 


American Paint & Oil Dealer . . It 
was refreshing, after viewing quite 
a number of ads in these dealer 
books yelling about people and vol- 
ume, to come across the negative 
approach in a Goodyear ad 

“This 


headline inside an arrow pointing 
to a close-up photograph of what 


costs customers” is the 


was “a premium-grade white house 


paint, applied over the manufac- 
turer's recommended concrete block 


The 
than it 


primer film is even more 
brittle 
touched photograph.” 


lead: 


this 
Here’s_ the 


looks in unre- 


copys 


And so on, into the pitch 


Goodyear’s Pliolite. 





A 


Beauly 


C Wag 


aha 


it, 
4 


Shake hands with a Man who built 
his Own-Name Brush Business... 


s hiekedrebackepetadieeetanaterced 
ry " 


rat Seco Why! Renae W' aey Set me pe ate 


Here's how it works 


On the positive side and also good 
is the Klean-Strip Co.'s ad quoting 
three photo and state- 
ment ..on their success with Klean- 
Strip. However, running the text 
on top of a bright red panel just 
about killed off the rest of the ad. 


dealers 


*% Here's a piece of copy we think 

The headline is “Shake 
with a who built his 
Here’s 


is fine. 
hands man 
own-name brush business.” 


the copy: 














= Steel Plant | 


JUNE. 1052 





This is no guess! BLAST FURNACE AND STEEL PLANT reaches 
the steel mill operating, maintenance and engineering officials that 
requisition, recommend and buy steel mill equipment and supplies. We 


base this statement on fact—-as a member of both the Audit Bureau of 
Circulations and the Associated Business Publications, every copy of 


BLAST FURNACE AND STEEL PLANT is subject to audit. So 


you can be sure that your sales message is getting into the hands of 


the steel men with buying influence. 


You can be sure you're covering the whole industry. Over 90°% of all 
steel plant officials with buying authority, every plant in the United 
States and Canada, and most foreign countries are represented on the 
subscription lists of BLAST FURNACE AND STEEL PLANT. 


You can be sure BLAST FURNACE AND STEEL PLANT is thor- 
oughly read. Almost 70% of our distribution goes directly to the 
homes of readers. Why? BLAST FURNACE AND STEEL PLANT 
articles deal with problems of great interest to steel men. .. new methods, 
current steel plant problems, and the devices used to solve them. 


If you want an advertising investment that pays, BLAST FURNACE 
AND STEEL PLANT can do the job best for you. 


BLAST FURNACE AND STEEL PLANT 
Tue ENGINEERING AUTHORITY oF tne STEEL INDUSTRY 


published by 


OPEN HEARTH SUPT. 





GENERAL MANAGER 





Steel Publications, Incorporated 
4 Smithfield Street, Pittsburgh, Pa. 











textile 
coverage... 


Nearly EIGHT BILLION dollars annually is being spent by textile 
mills for equipment and supplies. No matter who signs the check, 
practically every purchase is bought by—or on recommendation of— 
production and management men who are actually in the mills. 


To reach more of these men, to give you the nearest perfect buying 
power coverage possible, TEXTILE INDUSTRIES uses a practical combi- 
nation of ABC paid circulation and Directed Distribution. 


The sale of subscriptions compares with the sale of other commodities. 
It is possible to do a good job—but not a perfect one. There will always 
be coverage gaps in even the best of strictly paid circulations. Space 
buyers know this. TEXTILE INDUSTRIES also knows it, and does some- 
thing about it. 


If buying power is found to be uncovered, time is not wasted awaiting 
a subscription salesman’s call. TEXTILE INDUSTRIES sends the magazine 
to the man immediately. Thus by using Directed Distribution copies 
to supplement its strong paid circulation, TEXTILE INDUSTRIES achieves 
complete coverage of the men who hold the industry’s purse strings. 


Of the total readership, 87% is among men actually engayed in U.S. 
textile mills. This is the largest, most productive textile readership 
available to advertisers today. Place TEXTILE INDUSTRIES at the head 
of your media list .. . first. That’s where it belongs. 


Textile Industries ~::-~ 
... first in the textile field! 
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[ Kleiahans | presents ‘om jest in time for your Decoration Day wearing pleasere 


KESORT SLACKS 


ee 


Delaxe tailored fell weight rayon gabardine, permanently wrinkle-resistaat 





IRVING FISHER, copywriter for S. T 
eidman & Co., New York, wrote it 
r Manhattan Brush, with the cam- 


yn theme de veloped by the com- 





nd its ad manager, C. E. SAUN- 


‘an vou use an idea like this in 
busine ss? The Eagle-Picher 


tells how to “Replace the paint- 


Vout wot aevere! paw: te iting prom 
Leena broving end ben mer certing «gene! 


ghtmare with fast, easy color 
” Here's the copy 
nN te + es ee te pe en 


KLEINHANS SPORT SHOP. 


Just for fan 


ee ee 








saw this month designed for elec- 
tion year was a sideways spread 
resembling a ballot and = urging: 
Vote the straight Scholl ticket.” 
The “Straight Scholl Ticket” is all 
the products made by Scholl Chem- 
ical Co 

“Renta Clarke” is the rather 
transparent name of a female who 
represents the “More business plan” 
projected by Clarke Sanding Ma- 
chine Co. Says Bill Goggin, who 


A half-page ad by Joseph Lieber- 
man & Sons asks the reader to “Test 
your nylon brush 1.Q.” For ex- 


ample 


runs a hardware store in Kalama- 


ZOO 


The first of a number 


a 
12 | 





Macnine DEsICN 


...the only publication 


that reaches every 
establishment with 





a design-engineering 


function 


Wherever products are being engineered... 


you'll find key men reading 


Write for complete market data of Design-Engineering Market 
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“A smart salesman always 


has a new approach” 


. says H. M. Eversz, head electrical man at McCulloch Motors Corpora- 
tion, Los Angeles, California. In an intimate account of his job responsi- 
bilities, buying habits, why he reads and what he looks for in advertising 
.. he gives significant hints for increasing the effectiveness of advertising 
among men who direct electrical construction and maintenance work. 


Ou: at McCulloch Motors in Los 
Angeles, they call Mike Eversz Plant 
Engineer. A sober, familiar enough 
title. But as I sat in his office I found 
that a title could hardly do justice to 
the scope of his job in this 100% 
electrically operated plant. 
Eversz—whose strides took him from 
journeyman electrician to plant engi- 
neer (and past president of the Elec- 


istrial Marketing 


trical Maintenance Engineers Ass'n of 
Southern California)—went to Calli- 
fornia six years ago for R. P. McCul- 
loch. Starting with a single quonset 
hut, today he sits at the center of a 
spreading industry of fourteen plant 
buildings with a thousand machines 
that turn out engine driven chain 
saws, Optical lenses, aircraft compo- 
nents and helicopters. It’s his job to 


keep the wheels moving. 


Electrical planning with vision 

It was Eversz who designed the 
plant’s electrical system and control 
circuits for production machinery . . . 
had the electrical contractor report 
directly to him. The reason was clear 
enough. He wanted an electrical plan 
for the future. 





His plans were imaginative. For 
flexibility he had power at 4160 volts 
distributed to 16 strategically placed 
substations that parcel it out as needed. 
This meant plenty of 4 inch conduit, 
cable in the high mcm’s, bus duct, 
switchgear, transformers and — you 
name it. It takes a lot of electrical prod- 


eer TT TT 


.\ 


ucts to power-up half-a-million square 
feet for production. He designed acous- 
tic lighting two years ahead of its com- 
mercial appearance...licked wiring and 
lighting problems in areas where highly 
explosive aluminum and magnesium 
dust created production hazards. 


Maintenance 
means improvisation 

Now, his job of electrical mainte- 
nance is a continuing challenge: up- 
keep of electrical production machin- 
ery, lighting, motor controls, test 
equipment, inter-office telephones, pub- 
lic address systems and even the elec- 
trical score boards in the company’s 
bowling alleys. All must be kept at 
work, 

He improvises too. When he wearied 
of replacing infra red lamps in paint 
baking tunnels he redesigned the tun- 
nels for chromalox rods. For the sev- 
eral different types of transportable 
melting furnaces, he devised cubicles 
that deliver gas and three electrical ser- 
vices. Fast connects and disconnects 
speeded the melting and die casting 
operation. 


In products. . . quality is security 


And so it goes. Each day he tackles 
a host of new problems with a crew 


ELEC 
@ ph 
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A McGRAW-HILL PUBLICATION @ 


ENANCE 


of twelve men — an assistant, an elec- 
trical foreman and ten fulltime electri- 
cians. Because electrical maintenance 
amounts to about 90% of the overall 
maintenance job at McCulloch, they 
buy close to $9,000 worth of electrical 
replacements and repair parts during 
an average month. A whale of a bud- 
get that is some measure of the elec- 
trical maintenance market. 

Who buys the parts and materials? 
Mike Eversz .. . all of it. And when 
he writes the specs, the purchasing de- 
partment gets the brands specified .. . 
no “or equals.” “The risk’s too big to 
buy on price,” says Eversz. “Quality 
is security. The breakdown of a part 
can jeopardize production, increase my 
maintenance load—and cast doubt on 
my judgment.” 


Reading for point of view 
What does he read? Regularly .. . 
“Because my job is heavily electrical,” 
he says, “I read the best electrical mag- 
azine, ELECTRICAL CONSTRUCTION AND 
MAINTENANCE.” 


I asked what features he remem- 
bered as being especially helpful. 
“There was the lighting section of last 
July’s spec issue,” he replied. “That 
was the most completely useful article 
I've ever seen. I'll keep on using it, 
word for word, till something better 
comes out. Then I remember the one 
in August on full load standby gener- 
ators. It was the answer to one of my 
prayers.” 

Eversz finds something in every 
issue that applies to his job. “For a 
few bucks a year,” he explains, “I am 


taken into plants and on electrical con- 
struction jobs all over the country. I 
can pick the brains of the people doing 
the work and apply their ingenuity to 
my own job. I don’t have the time to 
get into the field, so I rely on your 
editors to be my eyes and ears... . to 
give me a first hand account of the 
latest electrical developments.” 


What makes ‘‘it’’ better 
for his use 

Does he pour over the advertise- 
ments too? You bet. He spends half of 
his reading time going through the ads. 
page by page, looking for what's new. 
Musing, he remarked, “It’s a rare case 
when a salesman has a new product 
everytime he calls. But a smart sales- 
man always has a new approach... 
shows me new ways to use his product. 
In this way he’s bound to hit one that 
sells me. In advertising I look for the 
range of applications and general spec- 
ifications . . . features that make a 
product better for my use.” Summing 
up he added, “Some of the people who 
make up advertising should take a few 
trips with a good salesman.” 

The phone kept ringing . . . six 
hurry-and-fix calls in five minutes. I 
saw and heard what makes electrical 
maintenance in industry a big job and 
a great market...at the very crux of all 
production. And I learned why and 
how one more of the 25,000 electrical 
construction and maintenance men — 
who pay to read ELectricaL Con- 
STRUCTION AND MAINTENANCE 
searches your advertising for the sig- 
nals that help to solve his job problems. 

R.M.B. 


Send for the complete interview with Mike Eversz. In it you'll find more 
facts about this typical customer . . . and how you can reach him more effectively 


with your advertising. 


serving electrical contractors, heads of electrical departments 
in industry, consulting engineers and motor service shop owners. 


330 WEST 42ND STREET e@ 


NEW YORK 36 
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Where 
can you use DuPont “Quilon” to 


American Paper Converte 


improve your packaging papers? 
The illustration in the ad shown 


tells where 
American Printer Ludlow Typo- 


graph Co. sets about 400 words of 


copy, unrelieved by subheads, ir 


a sans-serif type, which we've al- 
ways considered makes the hardest 
We didn't read it 

An unusual insert in this maga- 


reading 


zine tells the step-by-step of a re- 
tail newspaper ad in ROP colo 


“a good example of the practicability 


and effectiveness of full color fo 


local advertisers.” 


*® An actual full page in the Buffalo 
Courier-Press was folded twice and 
glued at one edge to the page ol 
American Printer You see first 
a halftone of people around a retail 
counter. Unfolding, you find a pic- 
ture-and-caption report of how the 
plates were made from Kodak Ekta- 
chrome sheets and the ad printed 
Unfold again and you see the whole 
full-color ad exactly as it appeared 
in the paper 

A wonderful stunt, conceived for 
Eastman Kodak's Graphic 


Arts advertising division, which is 


and by 


part of the over-all Kodak ad de 
partment 

A handsome reproduction of a 
spread from “Alice in Wonderland 
is another in a series of American 
Type Founders’ “Printed Messages 
That Made History.” This intro- 


duces a set of several ATF ads. o1 


6 /in justrial Marketi 


various presses, in a row 
Kimberly-Clark’s “Let's 


campaign has_ been 


Swap 
Ideas” men- 
tioned here before 

Eastern Corp. asked Grantland 
Rice to pick “Golfdom’s All Time 
All Stars He did 

“If all the Comets publishers and 
p 
in a row, they'd stretch for a full 


rinters have bought were lined up 
mile and then some.” This piece 
of advertising imagination suggested 
suitable illustration for a Mergan- 
thaler Linotype Co. ad 

The Challenge Machinery Co. of- 
fers a “Trick of the Trade:” 


3ut Its No Trick to Reduce 
Costly Lock-Up Time with Chal- 
lenge H -Speed Quoins 


because 


Baker's Digest . . The Borden Co 
recalls “These milestones in baking 
the first automatic 
(1928) and the first 
dry milk solids of uniform 
(1930) In 1952 Bordlac is 


nost uniyjorm dry milk 


bread slicer 


a despet ate 


attempt to 


ng One of the most ridicu- 


ads is the one for the Phila- 


Hom Me Kanade visit to the chem conatey 
imped the gravions ebegomcy of” Namen” 





delphia National Bank which links 
a wrinkled-up map of Europe and 
an ironing board with the headline, 
“Pressing Problems Overseas?” 
“How Banks Use Polaroid Pic- 
Speed Ap- 
There, 


tures-in-a-Minute to 
praisals of Any Prospect.” 
gentlemen, is a headline 
Bookbinding & Book Production 
See the ad for the Davey Co. Don't 
you wish your client would OK 
copy like that? 

A note in a diary reads, “Dear 
Diary: Yowre bound to last with 
Swift's Glues.” 
tracts from the success story that 


This corny gag de- 


follows 


Good 


shoes on 


Boot & Shoe Recorder 
“This sells 


but how do you get folks 


headline: 
touch 

to touch ‘em?” It’s Airfoam cush- 
ioning Goodyear is talking about. 
Unfortunately, the copy doesn’t 
really answer the question. 

“What? 
er?” “Yes 
dealer.” This ad tells how Inter- 
national Shoe Co.'s national adver- 


Me a national advertis- 
if you’re a City Club 


tising lists the local dealers 
Another ballot. 
winning ticket. Vote for all twelve.” 
That is, all 12 leathers made by 
Northwestern Leather Co 


“Northwestern's 


Civil Engineering -» You get some 
smashing layouts and real he-man 
copy in these construction books. 
International Harvester quotes Paul 
Crowley, who got the contract for 
moving 940,000 cubic yards of dirt 
for a levee rebuilding job after the 
Missouri Flood of ’51. “A big job, 
a tough job, in the bitter dead of 


winter. And for Crowley’s money, 








For breakdow 
categories, § 
and Data, 
AND VE 
which we'll be 


reaches all the specifying categories 


ae 





; “fi inc in all ‘ 
Its subscribers include mea in a Consulting Engineers 


Contractors 

Original Equipment 
Manufacturers 

Industrial Plants 

: Public Utilities 

services. \ Buildings and Institutions 


these categories who have 4 voice 
in deciding what brands are % 
be selected for a gives job of 
heating, ventilating, air condition 
ing, plumbing, piping and related 


n of subscribers according %© these G 
Business Publication Advertising Rates 
or latest pooklet, “Facts about HEATING 
NTILATING and the Market It Serves, Wholesalers, Distributors 


Manufacturers: Agents 
Sales Engineers 


glad to send you. 














ame . 
S) in various 





= holds the reader 








-NTILATING's 


editorial content is aimed deliberately © serve the busy 


r whose reading time is limited, but who does want f0 keep abreast of 


information, y ed, wel 


changing field. It 
\ illustrated, written by leading authorities and active engineers 


es him with a steady stream of usable 


who are recognized experts in their specialty. An 8'4"* 1114” page size, good typography, clean 
and uncluttered article layout, # minimum of carry-Overs, combine to invite reading. 


Published b 

y The Industri 

hem Lafayette — Press 
ew York 13, N.Y. 


AIR CONDITIONING 
REFRIGERATION 


PIPING — PLUMBING 
HEATING 


VENTILATING 


- in all types of 
Buildings 


Edited for & neers 


Design—Installation—Operation 
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the International TD-24's proved to 
Says Crowley: 
“Dirt-movin'est tractor I ever saw! 

It's all copy in a Portland Cement 
ad, but the big sentence is punched 


be real Champs.” 


up: “Not a single structural crack 
developed in any of the 28 forty- 
foot concrete slabs built on non- 
pumping granular sub-base.” We 
think an engineer would keep right 
on reading 


Refrigeration & Air 

That's quite a prom- 
Machine Co 
You can sell every 
. but the 
copy is really loaded with convinc- 


Commercial 
Conditioning . 
ise American Gas 
makes “Now! 


ice user (large & small)” 


ing argument. We're even amused 
by the coupon plug: “Get full facts 
for those mass market units” . . how 
‘full” can you get? We wonder 
how this slam-bang, give-’em-the- 
works treatment would go in 
straight industrial advertising 

We also wonder if that Interna- 
tional Register Co. ad with conti- 
pulls enough 
Probably 

Another election year ad. “Buy- 
ers Have Voted the Kenneth Ticket 
for 31 Years.” Bartman & Bixer 


nuity strip technique 


to warrant the effort 


Curtain & 
Magazine 


Drapery Department 
Haven't seen the Rx 
gimmick for some time. Joseph 
Bancroft & Sons Co. gives us pre- 
scriptions for selling Everglaze 
Here's a dandy ad Kandell, 
Inc. Headline is, “How Mr 


dell’s Visit tothe Chateau Country 


Kan- 


Inspired the Gracious Elegance of 
Nantes (chintz) 


The bare-legged drum major is 
about as common a gimmick as 
youll find in business advertising 
“Kirsch Alwcays Leads.” 

Running a close second, though, 
is the “Key to Profits.” 
Eastman is guilty this time 
9 out of 
10 housewives choose Fashion-Edge 
That’s Fashion Curtain 


Tennessee 

“By authentic research, 
curtains.” 
Co 


Display World . . Interesting ad 
by B. B. Butler. The layout sprawls, 
tightening would 
quite effective. Dif- 


but with some 
probably be 
ferent, anyway 

Stand- 
ard Oil (Indiana) sort of gives the 
back of the hand to this market with 
a careless illustration of geese in 
formation and good old “Depend- 
It may be tough 
to write copy on petrolatums, but 


Drug & Cosmetic Industry . . 


able Uniformity.” 


we think something better can be 
done than geese 


Excavating Engineer . . Remind 
us to do a hilarious piece some 
time on the advertising of wire rope 
Here are a couple: 

A. Leschen (Hercules Red Brand) 
puts its message on a red question 
mark. Broderick & Bascom (Yel- 
low Strand) asks: “Have You Cal- 
culated the Economy of Last-Last- 
ing Wire Rope?” How can they ex- 
pect readership that way? 


Flooring . . “You Make Ten Times 
is Much ling Them 
Right With Wright” is as good a 


Money . . by Sel 





gene 





- took fer the PEG-BOARD tebe! on the boord! 











headline as we ever saw. Trouble 
is, there’s not a single word in the 
copy developing that promise any 
more than “Sell one person Wright 
Rubber Tile and you will start a 
chain reaction that will make many 
more sales for you.” We wish the 
whole ad had been built around the 
statement in a box: 


w scratches 


We like the “Merchandising Tip 
Sheet” which Sam Weeks writes for 
Moultile, Inc. All it is is a selling 
message on the product, but it’s 
set up in “colyum” fashion with 
little drawings. 


Fuel Oil & Oil Heat. . 
tures, identical except for what's in 
the same man’s hand. “What's the 
difference between these two oil 
(Same _ salesman, 


Pair of pic- 


heat salesmen?’ 
though . . see cut). “There is only 
one difference .. Ventalarm Signal.” 
(Scully Signal.) We think that sub- 
head would have been better if the 
clue had not been sprung; better: 
“A special ‘plus’ to close the sale.” 


*%xGas .. We like the Wiggins Gas- 
holder (General American) layout 


and the copy: 





Ja your produst ‘on the, menus?" 


Editorial material has an authentic, practical view- 


A busy fellow, settling for a sandwich and a coke, 
is hardly a gourmet. At the same time (even on 
his lunch half-hour) he's liable to be mighty 
choosy about tools and equipment for a new pro- 
duction line. 


Preferred by production executives for ‘spur of 
the moment” or more concentrated reading, MOD- 
ERN MACHINE SHOP is a proven producer. 
Men who purchase, specify, recommend or influ- 
ence the buying of equipment and supplies in 
metalworking plants read and rely on MODERN 
MACHINE SHOP. 


Ready Now! : your copy of “High- 
way to Metalworking,” comprehensive, 48- 
page study of market and media facts. Write 
today 


point... helps production executives do their jobs 
better. MODERN MACHINE SHOP has the in- 
dustry’s biggest audience with over 40,000 circula- 
tion. It has a plant coverage of 28,000 individual 
plants receiving one or more copies . . . larger than 
the /ofal circulation of many leading metalworking 


publications 


For maximum readership 


and results, put your 


money where your mar- 
ket is... in _ 


MODERN MACHINE SHOP 
431 Main St. Cincinnati 2, Ohio 
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@ Send for available Reprints of editorial features 
are offered here as a special 
simples service to IM readers. Please 


© 
~~ send number and name of 
bm ’ : Y article with exact amount in 


coins, stamps or check to: The 
Editor, Industrial Marketing. 200 
of Industrial Marketing E, Illinois St., Chicago. 
Sorry. we can't handle credit 
* orders under $1. We'll be happy 
feature articles to bill you for larger sums. 
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Business paper volume may hit third annual record in 1952 
What will happen to expanded plant capacity? 


How to live happily with your agency _ 














454 advertising agencies place 415,897 pages in business papers in 1951 
91 companies report . . industrial salesmen earn average $8,000 in ‘51 


Industrial ad budgets to hit 2.16% in ‘S2 


Salaries of industrial ad managers rise in past 11 years. . 
Median industrial advertiser spends $150,000 


You can hire salesmen faster with this interview technique 
Today s cheap advertising dollar . . is it fact or fancy? 

1951 business paper volume to reach all-time peak 

How to use Starch readership reports 


Today's sales incomes can get out of hand . . stop them 
r M mak & Mattie tor 100) c 
Written by BERNARD J. GROSS, ac- k é ind B. K ine, 1951. 2 


count executive, with layout by LEE A guide to better publicity 

KING, art director both of Weiss : ; 
. . | How industry buys 

& Geller, Chicago i  Arraining 


We wonder if it’s really necessary How business papers can meet their new competition 
as Johns-Manville apparently a eel f , : 

thinks it is to steal an idea from { Decentralize your sales force for more effectiveness 

Model tobacco to gain attention for ; : 

7” . How to use graphs in industrial advertising 

its Transite flue pipe. One prize- L. Leonard Sept., 1949. 25 

fighter sez “Did you say 60,000,- 

000 feet?”; the other sez: “No 

I said 65.000.000 ft. of Transite Flue a How to measure results of industrial advertising 
i i 4 . = m A. Marste May, 1949. 2 


22 things you should know about industrial buyers 


Pipe now in service.” 
We went to four-color inserts on a cut budget 
The Service Engineers, Inc. ad ? 
see cut makes a good stopping Mo demonstrator improves salesmen’s closing ratio 
point for this piece 
Using newspaper advertising to spot industrial buyers 
The Copy Chasers ; 
How can | find what type to use? 
Techniques that will make your copy pull 


Market research combats high distribution ccsts 


The effectiveness of repeated advertisements 


The economics of industrial advertising 


The orchestration of type 





RAW MATERIALS 


SHEET TAL BRICATING, 
MATERIALS HANDLIN 


OTHER PLANT EQUIPMENT 


COMPONENTS OR 
CUSTOM-BUILT PARTS 


FINISHING MATERIALS, 
SERVICES OR EQUIPMENT 





Striking in appearance, custom-built editorial serv- 

ice, attractively illustrated cover free of advertising. 

Appliance Manufacturer will be printed on 60 Ib. 
sterling enamel, staff-written with well-illustrated 
articles and departments. A BIG, “Life” size maga- 
zine—a powerful medium for advertisers to the 
appliance manufacturing industry! 


‘BROAD IN SCOPE - DEEP IN PENETRATION tapping for the first time the high-volume appliance 


manufacturing industry iw its entirety. 


A FIVE BILLION-DOLLAR 
MARKET ... now available for the first time 


through one publication! The youngest, fastest mov- 
ing industry in the country has been in need of a 
publication like Appliance Manufacturer for a long 
time. Now this magazine will go to 15,000 men of 
decision in the business of making and selling elec- 


tric-, gas- and oil-appliances for the home. 


REACHES ALL DIVISIONS—DESIGNERS, ENGI- 
NEERS, DEPARTMENTAL USERS, MANAGEMENT 
APPROVERS AND PURCHASING AGENTS. 





A HIGH VOLUME MARKET FOR RAW MATERIALS, COMPONENT 

PARTS, AND CUSTOM SUPPLIERS OF ALL KINDS. 

Check the appliances which use your product—see for your- 

self what a huge market you can now contact regularly through A 


Appliance Manufacturer: 

AIR CONDITIONERS, ROOM HOME FREEZERS ROASTERS M 

BROILERS HOTPLATES SHAVERS, ELECTRIC 

CLOCKS, ELECTRIC IRONING MACHINES SPACE HEATERS 

CLOTHES DRYERS: IRONS ELECTRIC GAS - OIL 201 N.,WELLS STREET 
ELECTRIC - GAS KITCHEN CABINETS (METAL) TOASTERS, ELECTRIC 

COFFEE MAKERS KNIFE SHARPENERS, ELECTRIC VACUUM CLEANERS & FLOOR CHICAGO 6, ILLINOIS 

DEHUMIDIFIERS, ROOM LAWN MOWERS, POWER POLISHERS 


DISHWASHERS First Issue January, 1953 
MIXERS & BLENDERS WAFFLE IRONS & SANDWICH ' 
ELECTRIC BED COVERINGS GRILLS Deadline December |, 1953 


FANS, ELECTRIC IL BURNERS 
FOOD DISPOSAL UNITS RANGES & STOVES WASHERS, CLOTHES Write NOW for facts, rates, etc 
FRYERS, DEEP FAT ELECTRIC - GAS - OIL WATER HEATERS 

FURNACES, GAS & OIL REFRIGERATORS: ELECTRIC - GAS 

HEATING PADS ELECTRIC - GAS WATER SYSTEM6, DOMESTIC 
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To page through Product Engineer- 
ing’s HANDBOOK and American 
Machinist's WHAT'S AHEAD issues 
is every advertiser's best guide to 
how America’s top companies are 
Using business-magazine adver- 
tising to build more sales in the 
richest of industrial markets. 





American 
Machinist 


the McGraw-Hill magazine of metalworking production 


Product Engineering 


the McGraw-Hill magazine of product-design engineering 





New York 36 NY 


MGRAW HILL BUILDING 


Also Published ' Novemb 
er 


~~. this new and exclusive 
SErVice to Product-de 
758 informat; 
Over 26,900 COpie 


519M engineers 


°n-Packed Pages 


Sin Print 














promotion 


comment on catalogs 


exhibits 7 motion pictures 
/ 





ideas 


booklets / direct mail 


slide films f sales helps 





Compound Promotion. . 


Company promotes trade show 
exhibit with triple-invitation 


® A “TRIPLE-INVITATION kit was 
used by a Philadelphia manufactur- 
er as advance promotion for its ex- 
hibit at the National Metal Exposi- 
tion in Philadelphia 

The elaborate kit, which contained 
three pockets holding three invita- 
12,500 


Leeds 


tion booklets, was sent to 
prospects and customers of 
& Northrup Co 

One booklet invited show visitors 
to see the Leeds & Northrup’s booth 
and offered a picture-and-text pre- 


view of the exhibit. Enclosed was 


124 / in loatsiad Vcrteting 


registration card to the exposition 
that could be mailed in advance or 
presented at the registration desk 

The second booklet invited show 
visitors to come out to the Leeds 
& Northrup plant. A card extended 
this welcome, along with transpor- 
tation instructions Also inserted 
in the kit was the company’s recep- 
tion room pamphlet listing execu- 
tives and their job titles, and giving 
This con- 


map, and 


a history of the business 
tained a_ transportation 


added very little to the cost, since 


showiné $ 
piece® od 


a large quantity of these pamphlets 
were already on hand. 

The third booklet invited trade 
show visitors to have a good time 
in Philadelphia. Supplied by the 
city’s chamber of commerce were 
two illustrated folders listing his- 
toric sites and other interesting 
places to visit in central Philadel- 
phia. An enlarged photograph of 
the city’s skyline helped decorate 
the kit, which was printed in three 
colors. 

K.W. Conners is manager of the 
company’s advertising division. 


Credit manager's ‘collection’ 
letter sows customer good will 
industrial 


Even an company s 


credit manager can pull an oar in 





66,400 COPIES 


(total distribution) 


200,000 
READERS 


In 40,209 
PLANTS 


A PENTON PUBLICATION 


CCA Mam BE 


1213 West Third Street 
Cleveland 13, Ohio 


from 
FORK TRUCKS 
to 
PILLOW BLOCKS 


proves 


PRODUCES SALES 


How do we know? 5,927 industrial officials told us! 


In the most comprehensive study we have ever undertaken, over 17,000 
N.E.D. inquiries were traced back to the inquirer. We found out that—at 
the time of the study—2,488 sales had already resulted and 6,429 addi- 
tional purchases were pending. The products bought ranged from capital 
equipment costing thousands of dollars to the small maintenance items 
... the men who did the buying occupied key positions in management, 
engineering and design, plant operation, maintenance and purchasing. 
If you haven’t already seen this study, we'll be glad to send you a copy. 


Just ask for ‘2,488 Sales and How They Were Made”. 





THE RECORD SPEAKS FOR 


ae 


-.. on MARKET COVERAGE: Architect and engineer subscribers to 
Architectural Record verifiably design—and specify the products that go into 
83 of the total dollar volume of all architect-engineer designed buildings. 

- +. on CIRCULATION: Architectural Record’s architect and engineer 


circulation is at an all-time high 


--.on READERSHIP: [n recent years architects and engineers have voted 
Architectural Record their preferred magazine in 36 out of 42 readership 


studies sponsored by advertisers and agencies. 


--.on EDITORIAL QUALITY: Behind the steady preference of architects 
and engineers for Architectural Record is the unequalled quality of its 


editorial service to them: 


Architectural Record is the only magazine that is edited solely for 
architects and engineers: 

it is the only magazine whose editorial emphasis on specific types of buildings 
is scientifically timed by means of F. W. Dodge statistical summaries 
of building planning activity to be of constant maximum interest to its readers: 


and it is the one magazine whose editorial content is scientifically 
balanced (with the aid of Dodge Reports) in terms of the known broad 
interest of active architects and engineers in all types of buildings 


both nonresidential and residential. 


...on EDITORIAL QUANTITY: Architectural Record has consistently combined 
unequalled editorial quality with unequalled editorial quantity. In the first 

six months of 1952 the Record served its readers with 812 editorial pages, 

69% more editorial pages than the next architectural magazine, and the 

biggest six-month editorial volume to appear in any architectural 


magazine in ten years. 


...on ADVERTISER PREFERENCE: Manufacturers of building products and 
their agencies have responded to Architectural Record’s top advertising 
values year after year by buying more space in the Record than in any 

other magazine in its field. In the first six months of this year 497 
manufacturers (two-thirds of all the advertisers in national architectural 
magazines) bought 1436 pages of advertising in the Record, 51°C more 
advertising pages than were carried by the second-place publication, and 86% 


more than the volume of the third publication. 


.-. on COST: You reach the most active, most concentrated, and most 
utentive audience of architects and engineers at the lowest cost per page 


per thousand in Architectural Record, 


The Record speaks for itself. At every basic point of magazine comparison 
the facts point to one magazine, Architectural Record, as the right magazine 
for your building product advertising to architects and engineers. 


F.W. DODGE 


t Architectural Record 


h “tive arc : 4 
CORPORATION Workbook of the active architect and engineer 


119 West 40th 
New York 18. N.Y 
LOngacre 3-070 
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Portola Junior High School 
EI Cerrito, California, first 
presented to architects and 
engineers in Architectural Record 


Architects: Miller & Warnecke 
Photographer: Julius Shulman 
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Sales promotion ideas. . 








What he 


has to do, in addition to growling 


the sales promotion shell 


“Pay up!” at slow accounts, is learn 
to purr “Thank you!” at customers 
with long records of prompt remit- 
tance 

That's the formula that David J 
Yaeger, credit manager, Thatcher 
Glass Mfg. Co., Elmira, N.Y., maker 
of glass containers for the milk, 
beverage and food industries, tried 
out with agreeable results. To 
customers who had regularly paid 
their bills in the past, he wrote: 

“All too frequently a credit man 
is prone to overlook the customers 
who consistently handle their ac- 
counts in accordance with the terms 
of sale. I suppose to some extent 
we may be excused, since we must 
devote our time to those accounts 
which are habitually delinquent 

“Recently, I checked your ledger 
sheet and felt that I should com- 
ment personally upon the excellent 
payment record you have estab- 
lished with us, even though you 
probably regard it as a matter of 
course. You have made my _ job 


easier and more pleasant, and 


whenever anyone has asked us for 
information about your dairy, it has 
been our pleasure to quote that fine 
record of yours and tell them how 
highly we regard you 

“The sales department joins me 
in thanking you for your business, 
which, we hope, will be our priv- 
ilege to handle for many years to 
come.” 

The letter, which was sent out 
a year ago, brought back a flood of 
surprised thank-you letters as well 
as continued good business. This 
year, a similar letter went out to 
98°, of last year's recipients who 
had kept their prompt payment rec- 
ord. Added to the list are at least 
100 new accounts 


Sales off, so advertiser tells 


dealers about direct mail 


A maker of office equipment has 
published a 40-page manual telling 
its dealers how they can offset pre- 
vailing bad business in the office 


equipment field by setting up thei: 
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own direct mail departments 

Sponsored as an industry service 
and distributed free by Art Steel 
Sales Corp., New York, the manual 
describes all phases of direct mail 
procedure. It gives the dealer in- 
formation on sources for names, list 
maintenance, postal regulations, and 
mechanical handling. 

The company has integrated a di- 
rect mail program of its own with 
the sending out of the manual. The 
book was written by Janet E. Gibbs, 
New York direct mail consultant, 
and designed by the company’s ad- 
vertising agency, Richard Gunther, 
Inc., New York. 


Welding equipment maker's 
school trains 35,000 users 


How to cultivate an industry at 
the grass roots level is shown in a 
booklet published by Lincoln Elec- 
tric Co., Cleveland, describing a 
welding school the company has 
conducted for the past 35 years. 
Offering a basic four weeks’ course 
in welding . . with a $25 tuition 
charge and no additional fee for in- 
struction or use of the school’s fa- 


cilities the company has trained 
some 35,000 men and women since 
the school began. 

Lincoln conducts the school as a 
service to industry, setting the $25 
tuition only to help defray the cost 
of electric power and welding ma- 
terials. The company benefits both 
from the good will and the fact 
that a good percentage of all stu- 
dent welders learn their trade on 
the Lincoln brand of equipment. 

The company’s educational activi- 
ties in the welding industry also in- 
clude the publication and sale of 
books on the subject, as well as the 
production and free distribution of 
several training films. The school 
originated during World War I 
when the U.S. Army bought some 
welding from Lincoln 
and specified in the purchase that 
number of 


equipment 


the company train a 
soldiers to be welders. 


Meter salesmen use miniatures 
to demonstrate installation 


A meter manufacturer has had 
quarter-size models of its gravity 
flow gasoline meter made up for 
salesmen to use in demonstrations. 
The miniatures enable the salesmen 
to show how the meter can be in- 





THINGS ARE HAPPENING 
TO YOUR MARKET IN 
METALWORKING 


CALIFORNIA 


IN 1940... 132,000 workers were 
busily engaged in 2,342 California metalwork- 
ing plants turning out a variety of products. 


TODAY... Things are really humming 
— 298,100 workers are turning out more than 
twice the amount of goods in 5,015 California 
metalworking plants. 


Are you cashing in on this kind of growth? 


As in California, the entire Metalworking industry has more than doubled 

in size since 1940—in number of plants, employment and physical output. 

And there’s every indication that this growth will continue through the Fifties! 
Men alert to the tremendous sales opportunities in Metalworking 

are lifting their sights—revising their sales goals—to keep pace 

with this rapidly growing market. And to help stake out their claims 

they're using STEEL—the only metalworking magazine that is growing as fast 

as the dynamic industry it serves. Ask the man from STEEL to show you how 

it puts your advertising in front of more of the men who run Metalworking than any 


other industrial magazine. STEEL + Penton Building + Cleveland 13, Ohio 


STEEL Keeps Growing 
_ As Metalworking Grows 





Closely matching the growth of Metal- 
working, STEEL has more than doubled 
its circulation since 1940! 


7 
The magazine of the men who manage, operate and buy for the “™ ~ Metalworking industry 











Let's swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Dominates page with 900 line ad! 


Would you like to dominate an entire 
newspaper page with only a 900 line ad? 
Then try the zig-zag technique which 
simply of buying varying por 
tions of Columns across (or partly across 


CONS! 


the page. Design your ad accordingly and 
it pracucally owns the page at the cost 


of only 900 lines ! 


Rudolph Bruce 
New bugland Coke Cr 


Advertning Manage 


Boston, Masrachusett 


Look for the smoothest surface! 


Ther are many umes when a smooth 
finish as considered most undesirable 
However with printing papers, a smooth 
finish is One of the most important qual 
That's why Kimberly 
Hitect* 
bright. satin-smooth 
With Hitect. you're 


kling contrast 1 


nes to look tor 
Enamel such a 
printing surface 


Clark give 


assured of spar 


haltrones, Clean, clear 


" 
\ 


Its Kou 


**$6 bill" gadget does a real job! 


Here a hice hat proves 
a“ padget can De itil ties tr 
your promovuon theme. We 
litts tor service 
at take 
square of space. Since 
wished that the use of al 
about $1,200 extra each year 
square foot, this became 
our promouon Our 
bill, and | 
tor use at Conventions, as envelope stutt 
ers and as entrees tor our salesmen 


} 


They re featured in our advertising and all 


torms of merchandising. Jobbers’ names 


] 1 


m the back of each bill provide quick 





identficauor | 


They ve done such a won 
dertul job of promoung the $6.00 per 
square toot theme that our company has 
vained almost universal recognition in a 
very short time. In tact, this ts the most 


talked-about stunt in the car service tield 
and we think the idea could well be ap 


plied to other businesses, too ' 


Led), | 
Philade 


Puts own name on mailing lists. 


Would you like to know if your mailings 


j 


go out on time? If they arrive in good 


condition? If the enclosures are folded 
neatly? The answers to these and many 
other questions can be had simply by 
adding your name and home address to 
your mailing lists. I have been doing this 
for years and have discovered any num- 
ber of Important and someumes surpris- 
ing things. I also see how it feels to re- 
ceive these mailings how they look at 
the “other end.’ Since the mailing prob- 
lems are more serious than ever before, I 


tind this simple check-up increasingly 
important and beneticial 
Manager 
Nebraska 


Do you have an idea to swap ? 
Tell it to Kimberly-Clark ! 


All items become the property of Kim- 
berly-Clark. For each published item, a 
$50 Detense Bond will be awarded to the 
sender. In case of duplicate contribu- 
tions, only the first received will be 
eligible tor an award. Address Idea Ex- 
change Panel, Room 258, Kimberly- 
Clark Corporation, Neenah, Wisconsin 


Products of 














Sales promotion ideas . . 





stalled on any truck in four differ- 
ent piping arrangements. 

The model also demonstrates that 
an original installation can be made 
with a minimum number of acces- 
sories. Additions to the installation 
such as a ticket printing counter or 


New cost saver, tab 
Ambridge, Pa., plant, Spang-Chalfant Div. 


Demonstrator unit gives public 
service as promotion feat 


A $60,000 mobile power plant de- 
signed as a demonstrator unit by 
Caterpillar Tractor Co., Peoria, IIl., 
supplied free electricity for three 
days to a city with a damaged mu- 
nicipal power plant. 

Such wide publicity came as a 
result of the emergency aid that the 
company is keeping the demonstra- 
tor on a standby basis for similar 
service in the future to other power- 
stricken communities. The result: 
public service and product promo- 
tion. 

The 28-ton power plant on wheels, 
made up of a 500 horsepower Diesel 
engine and 315 kilowatt generator 
mounted on a _ van-type tractor 
trailer .. with its own multi-channel 
radio telephone . . was on a dem- 
onstration schedule during the sum- 
mer when company officials learned 


set stop valve may be added later 


when warranted by increased gal- 
lonage. 


The A. O. Smith Corp., Meter 


Division, Los Angeles, has distrib- 
uted 150 sets of the miniature me- 
ters to its dealers and salesmen. 





Vebame ts Unbiidtge 


a hefiae amd after” of one of 


Meristnc teetinng” rape 
week husks, by specially des 








As personnel changes 


insert lists company officials in welcome booklet for 


nly insert is revised. 


of the plight of South River, N.J. 
The main engine in the municipal 
plant supplying 13,000 persons threw 
a piston. All the city’s air condi- 
tioning equipment warmed up and 
refrigerators defrosted, while the 
outside temperature stood in the 
90’s. Worst of all for the local pop- 
ulace, one of the national political 
conventions was in progress as TV 
sets went dim. 

Caterpillar immediately contacted 
South River’s mayor who gratefully 
accepted the offer of help. The big 
blue and yellow van was dispatched 
by radio telephone to the New Jer- 
sey city. There the unit picked up 
the power load for a group of 14 
small factories and enabled the 
power plant to firm up its other cir- 
cuits in time for residents to see 
the climax of the convention over 
television. The service was con- 
tinued for three days without 
charge. 


The demonstrator’s next assign- 
ment was to cruise the Miami area 
during hurricane While 
keeping in readiness for local power 
with two- 


season. 


emergencies, the unit. . 
man crew . . acts as a mobile sales 
package, giving demonstrations to 
regular business prospects. In eith- 
er situation, the unit is routed by 
Caterpillar’s sales development di- 
vision. 


roducts by dedicat 


> emergency use. 


Booklet series pushes box 
material for paper company 


A paper maker has promoted the 
use of corrugated boxes through a 
series of 14 booklets sent to custom- 
ers and prospects. The series is 
titled “Little Packaging Library.” 
Each booklet 
shipping problem that 
boxes can solve when used properly. 

Fourteen titles . . published at in- 
tervals since World War II . . make 
up the series. They give case-his- 
tory applications, including figures 


particular 
corrugated 


covers a 


on savings in materials and ship- 
ping costs, and explain how specific 
problems were met, solved by the 
company’s customers, often helped 
by the company’s package engineers. 

Several of the booklets, which have 
been highly popular, have gone into 
nine editions. The series is pub- 
lished by Hinde & Dauch Paper Co., 
Sandusky, O. 
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employe communications 


public relations 


How to Present a Plaque. . 


by Robert Newcomb 
and Marg Sammons 


Learn how to pose your photos 


so they look unposed 


® THE PROBLEM of posing a photo- 
graph so that it will look unposed 
is not one that is shouldered solely 
by practitioners in employer-em- 
ploye communications 

Practically editor in the 
business paper field would give his 


every 


right arm to escape from the con- 
ventional photograph. He is weary 
beyond 
shot showing the 
handshake and the convivial high- 


ball, but he can’t get away from it 


description of the group 


congratulatory 
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In the field of the employe pub- 
lication, the editor is harassed by 
The retiring 
employe must always pose beside 


sameness In pictures. 


one of the officials, holding a travel- 
ing bag, alarm clock, or perhaps 
only someone’s moist palm. The 
winner of the safety plaque must 
have his hands full of certificate, 
and a studied smile on his face. 
Babies must forever be posed bot- 
tom up 

When the second annual conven- 


Industry’s relations with 
Employes/Stockholders 
Distributors/ Suppliers 
Neighbors 





VY 


tion of plant editors was held re- 
cently in New York for the various 
scribes of Socony-Vacuum Oil Co., 
the company’s coordinator of pub- 
lications, Elmer M. Applegit, saw 
to it that some special instruction 
in photography was provided for in 
the curriculum. He invited June 
Guncheon of Thomas J. Lipton, 
Inc., to come across the river from 
Hoboken, and talk to the folks a 
little about how to take better pho- 
tographs. 

No part of the talk was devoted 
to photographic technique. The 
premise was that each editor was 
either a photographer himself, or 
had a competent photographer at 
his plant. The Applegit view is that 
it is the editor’s job to see that the 
camera’s lens looks at a scene that 
will make a good, interesting and 
“out-of-the-ordinary” picture. Miss 
Guncheon’s basic idea, therefore, 
is to let the editor himself plan 
each picture, to encourage him to 
get away from conventional, stereo- 
typed poses and groupings. 

The painful facts of the editor's 
working day were not, however, 
ignored. Often an editor could im- 
prove a picture if he were able to 
reduce the size of the group. But, 
from the practical viewpoint, the 
editor often cannot do this. Unfor- 
tunately, he may be stuck with 
what he has. If a company official 
feels that two or three stenograph- 
ers should be added to a group al- 
ready large enough, and expresses 
his sentiments to the editor, there is 
a fair chance that the addition will 
be made. In spite of it, the editor 
is expected to get an interesting pic- 
ture 

As anyone in communication is 
aware, several topics in the life of 
an industrial plant occur over and 
over again retirements, service 








TEXTILE WORLD’s 


Readers and Advertisers 


To aid the reader in quickly identifying 

and locating all advertisements in TW which 

cover the products or services 

ok Toei he may be looking for at the moment, a unique 
a a keyed classification is now offered as an 
oe important part of the “Index to Advertisers.” 
Seventeen categories, identified 

by letters, embrace all the items a 

textile mill man requires for establishment, 

operation, and maintenance of a plant. 


vio 
£4 age 


Mill readers with buying influence 

(TW leads its field with 17,460 of these — 

all in ABC classes 1 and 2) are often 

faced suddenly with an equipment or 

supply problem, Through this 

keyed index, they can now find with 

ee minimum loss of time the advertisements 

wine, Ca ‘ 3 , that will help them solve that problem. 


In serving the reader’s convenience, 
TW serves its advertisers also. 


. A glance over this new keyed index 

FIRST in circulation eam YiacehCS. uy makes clearer than ever 
the comprehensiveness of TW’s 
oe 61 advertising pages, They represent 
FIRST in buying-power wane Secel Geeky or 16 in fact the greatest market place 
penetration : available for suppliers to 
FIRST in advertising neg tit . the textile industry, and thus 
volume Benne Ane en the profitable place for your 

t sales message if 

your products and services are 

applicable to textile mills. 


FIRST in readership 


More details on request, 


, TEXTILE WORLD 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N.Y. 





AS USEFUL AS ANY MACHINE IN THE MILL 





emblem presentations, athletic teams 
of all kinds, the bridal shower and 
a dozen others 

Against this 
Guncheon 


Miss 


several of the 


background, 
invited 
Socony editors to the platform. One 
editor was asked to pretend that he 
was a new pensioner, another editor 
to be his boss, ready to present a 
scroll to the annuitant. By the con- 
ference method, the remaining edi- 
tors agreed on the pose and . . when 
everybody appeared satisfied . . the 
picture was taken 

Other editors from the audience 
were invited to create acceptable 
photographic settings for the pres- 
entation of a service button, a check 
for an accepted suggestion, and so 
on. The editors in the audience 
criticized, suggested, directed, and 
finally agreed on the pose in each 
It had been arranged that the 
finished 


case. 
made 
available just as quickly as possible, 


pictures would be 
so that the editorial group could 
discuss the picture, and benefit from 
the lecturer’s comments about it. 


Don't Watch the Birdie . . These 
are a few of the comments that were 
made about the groupings and the 
individual poses . . they might serve 
as helpful suggestions for anyone on 
the directorial side of a picture- 
taking project for an industrial pub- 
lication: 


1. In the group shot, don't be too 


concerned about a_ staggered ar- 
rangement of heads in the back- 
ground. The old formula called for 
people of approximately the same 
height to stand together, but as long 
as the faces show, what’s the differ- 
ence? And the picture will often 
look more relaxed as a result 


2. When an employe receives an 
award, try to get some evidence of 
spontaneous joy in his expression. 
After all, he’s supposed to be tickled 
about it. If you show the award 
(or gift, if it’s that kind of picture) 
focus the attention on the gift, not 
on the cameraman 


3. Let the 


some animation in the faces of those 


photographer urge 
who surround the principal figure in 
a group shot. If he’s the key per- 
son, let others look as though they 
enjoy being there too. 
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4. If the 


plaque, try 


employe receives a 


centering the action 
within the picture, not toward the 
camera. In this case, the recipient 
is shown holding one side of the 
plaque while a fellow-employe holds 


another. Two interested employes 


look over their shoulders. Their 
interest is concentrated within the 
picture, and they appear not to 
know that the photo is being taken. 


S. When the employe receives a 
service pin, try a switch on the 


nued on page 200 





Communications man of the month. . 


With nothing to sell but attitude . . 


he sells it via forums, films, radio 


Tony Allison . . 


™ TONY ALLISON believes that if you 
want to know a man, probably the 
best way is to walk up to him, in- 
troduce yourself, shake hands and 
tell him about yourself. 

As director of public relations of 
the Chicago Board of Trade, he 
finds himself faced with many prob- 
lems not at all unlike the problems 
of public relations men in industry. 
Mr. Allison appears to solve them, 
singly and without haste, in direct 
and uninvolved ways 

The Board of Trade has nothing 
Attitude be- 


ing an intangible, it’s harder to sell 


to sell except attitude. 


than something you can lay your 
hands on. Mr. Allison and his staff 
take the Board story to the people, 
and translate it in terms people can 
understand. The Board's education- 
al program is built around those in 
4-H, leaders alike; 
around educators in agriculture and 


members and 


county agents; around grain pro- 
ducers and marketers, and others. 
When he took the public relations 


reins two years ago, he saw the 
Board’s similarity to industry. The 
industrial company has its training 
programs; the Board has its busy, 
informative two-day forums on 
leader training, attended by county 
agents and 4-H leaders who come 
into Chicago as the Board’s guests, 
to discuss marketing and producing 
and any other problems they may 
have. Industry has its open houses; 
the Board, through the office of the 
director, has five tours a day, and 
last year 100,000 people visited the 
building, to watch operations on the 
exchange, hear lectures or see slide 
films. The public relations program 
today goes into every field where it 
can accomplish good. 

There are now grain marketing 
courses being offered at seven state 
universities, and more than 500 ra- 
dio stations offer a public-service 
broadcast supplied by the Board 
called “The Farmer and the Market 
Place.” Each year, leaders in mar- 
keting and agricultural economics 
from many universities . . 20 from 
each group represented . . come into 
Chicago for a symposium, so that 
educators in agriculture may be 
able to express their views, be ex- 
posed to the views of others, and 
return to their lecture halls fortified 
with new, useful facts. 

Tony Allison looks upon the 
Board of Trade as a free enterprise 
institution that people ought to 
want to know about. He makes it 
easy for the curious to satisfy their 
curiosity, and he gets people to 
thinking about the Board of Trade 
who never thought much about it 
before. That is public relations, in 
high gear. 





ITS YOUR MONEY, MISTER 


But look, now — if you're thinking about the plumbing 
and heating market — you can do much more with your money 
if you use it to go after the top third of the nation’s plumbing 
and heating contractors — the 22.210* “Top Hatters” that Plumb- 
ing & Heating Business and only Plumbing & Heating Business 

is set up to reach. 


They display, sell, install, and service modern equipment 
in many fields: commercial, industrial, institutional, residential, 
rural. 


They're regular PHB readers. 


How many have stores? 53.86 as against 25.1 
of other industry contractors. 


How many are newspaper advertisers? 39.7 
more than four times other industry contractors. 


How many have D&B ratings of $2,000 or more? 
t only 13.4% of other industry contractors are so 
rated. 


a. 


or 


How many sell heating? 89.10 — other industry 
contractors, only 60.4%. 
How many do warm air heating work? 
compared with 27.20 for other industry contractors. 
So you see, PHB can talk quality circulation and be 
specific about it. You get quantity, too; so your dollars 
put into PHB advertising space will do more for you, and 
more than likely do it faster. 


Ask us anything you like about PHB or the market 
it covers. We'll answer with provable facts. 


*The 22,210 were hand picked from 
our list of 73,538 plumbing and heat- 
ing contractors — largest list in the 
business, and available to you for 
direct mail use. 


Grand Central Terminal Bidg. New York 17, N.Y. 
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TYPES OF 
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TOTAL REPLIES 








Management 


Production 





INFORMATION 


(1,420 Replies) 











Case Histories 


Physical & Chemical 
Qualities 


General Product 
Information 











Actual Photos or 
Drawings 





Laboratory Test Data 


Offer of Booklet 
or Manual 








Seories of Nfg.’s 
Know-How 





(694 Replies) 


(278 Replies) 





3% 


30 








What to Talk About. . Study 


K 


What advertisers should know 


about industrial copy 


By Michael Stumm Advertising Manager 


When you prepare your industrial cam- 
paign, what do you do about such things 
as length of copy. color, position, attention- 
getting devices, company identification? 
An industrial adman‘s convictions on each 
of these vital factors . . documented by 
studies and case histories . . are offered 
in this condensation of an address at the 
ninth annual advertising and sales promo- 
tion conference at Ohio State University. 





® asout 150,000,000 people in the 
or ought 
must be 


United States use soap . 
to. The number 
housed, clothed, and fed; taught to 
brush their teeth, avoid body odors, 


same 


buy television sets and invest in 
E-Bonds 

Currently, $5.6 billion are being 
spent annually by advertisers . . in 
newspapers, magazines, direct mail, 
radio, television and car card out- 
door displays . . to secure a share 
of the business that these wants 


provide. 
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This is big business . . and, as you 
would expect, a lot of superlative 
talent has studied how to make this 
vast expenditure productive. The 
days of famous copywriters, sitting 
in ivory towers, tossing off master- 
pieces, are largely past. The tech- 
niques of successful consumer copy 
have emerged from a wealth of re- 
search and are available to all who 
have the native talent to make use 
of them. 

Unfortunately, almost all we 
. or think we know . . about 
general advertising has no value in 
the creation of successful industrial 


know 


copy. And, until quite recently, 
little has been done to establish the 
principles that make for effective 
advertising in this highly specialized 
field. 
vertising’s step-child 


Truly, industrial copy is ad- 


If research is proportional to the 
money involved, this situation is 
understandable, for industrial copy 
represents less than 5% of national 
advertising expenditures. Most peo- 


i in reading about in ads showed 


jiffered trom production men. 


ple are more careful with a dollar 
than they are with a nickel. 

This isn’t the whole answer, how- 
ever. Granted a few notable excep- 
tions, serious research on industrial 
copy has lagged because of a wide- 
spread attempt to apply the prin- 
ciples of consumer copy to indus- 
trial advertising on the assumption 
that a man responds to the same 
appeals whether he is seated at his 
desk, or in his easy chair at home. 

This assumption is, I believe, 
wholly false. And here’s why. 

A man contemplating the pur- 
chase of a car, a suit of clothes, a 
cigar, or shaving cream is spending 
his own money . . or what is left of 
it after taxes. 

But a man buying a machine tool, 
a gadget, or a widget for his com- 
pany is spending someone else’s 
money. No appeal to the emotions 
.. pride of ownership, self-preserva- 
tion, sex, fear . . can sway a man 
aware that he is acting as an agent, 
that he must have a rational ex- 
planation if he is called upon to 
justify his purchases to those who 
provide the money. 

Yes, even the big business man 
who transports himself to the office 
in a Cadillac, or the special club 
car of a commuting train, will be a 
model of economy when he spends 
his company’s funds. 

In reaching the reader of an in- 
dustrial publication . . who reads it 
because it is important to his job 





GOOD DEAL... 


FOR A FLAT-FOOTED 
BREWMASTER 


his messenger boy is food engineering 





KK. cePinc conTROL of the brewing process used to be a job for a walkathon 
champ. ’Round and ’round the brewmaster went — to the brewkettles, car- 
bonating coolers, hot wort coolers, hop reoms, fermenting cellars, and so 
on — making pencilled notations of times and temperatures. Food engineer- 
ing has changed all that. Today, such data are collected from any number 
of separate and remote points by a single electronic recording instrument! 
It means better control of costs and quality. And, every day, many a flat- 
footed brewmaster gives thanks to food engineering. 


You can thank food engineering for a wide-open industrial market . . . one 
of the biggest, steadiest, most predictable markets in all industry. Replace- 
ment and modernization are fitting today’s high costs to yesterday’s high 
profits . . . not alone in breweries, but in bakeries, canneries, dairies, meat 
plants. That’s why food plants will spend $750,000,000 in 1953 for new plant 
and equipment. What’s your fair share of this bonanza, you who sell to 
modern industry ? 


And how will you deliver your sales message? Put it in the magazine which 


consistently leads industry-wide readership polls; — which has tripled its ‘) 


paid circulation since 1940;—which carries more advertising than any 
other industry-wide food-plant magazine; — in which total advertising space 
is up, up, up in 1952. 


Advertise in Foop ENGINEERING. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N.Y. 


FO 


OD PLANTS 
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there are certain definite copy 
slants that have been found to re- 
turn something to the reader as a 
reward for reading a sales message 
For the time a reader takes to read 
an ad he must be repaid in fact 
or you will lose his interest 
A leading 


made a study of copy themes, in 


chemical company 
order to show the types of informa- 
tion found most helpful in a manu- 
The types of 
information most desired were (in 


facturer’s advertising. 


order of preference) physical and 
chemical qualities, case histories and 
actual photos or drawings. The 
least desired information was stories 
of the 


When we look at the group prefer- 


manufacturer’s know-how. 
ences, we find the reason why in- 
dustrial copy must be more definite 

more pinpointed than consumer 
copy. The management group, ac- 
cording to the study, finds case his- 
tories the most 


important reason 


for reading, while the production 
group votes physical and chemical 
qualities most important. The same 
preference is shown by the research 
and development group, as might 
be expected, because of their job 
function 

Factual product 
without doubt the most helpful kind 
The industrial advertising 
will list the 
following as his guide for a good 


information is 


of copy 
man, in the majority, 


ad 

(1) application of the product 
(2) technical data to 
support his claim, (3) cost and 


(actual use), 


economy, (4) availability of the 
product, (5) offer 
information and/or field 


- of more technical 
engineer- 
ing service and (6) company name 
and sales department address. 

The copy must be as clear and 
precise as a purchase order. Indus- 
trial advertising unlike much con- 
sumer advertising, is so basic a part 
of the editorial content of a trade 
publication, that it should take the 
tenor of the editorial itself. Survey 
after survey has shown that where 
an industrial advertiser patterns his 
copy after the style of editorial, he 
will gain greater readership and 
more believability. 

Here are a few comments from a 
recent study made among the read- 
ers of a trade publication devoted 
to men in the power industry 
who told what they want in indus- 
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trial copy: 

“More engineering data and in- 
ternal view drawings, less cheese 
cake.” 

“Application information of tech- 
nical nature, explaining in detail 
what makes equipment click.” 

“T like to see facts . . practical and 
and suggestions as to 


I don’t like 


technical 
use and applications. 
juvenile ‘ballyhoo’.” 
“Data on operation, 
Also, 


maintenance 


performance. pictures or 


tisement that isn't seen can hardly 
be read and acted upon. 

On the contrary, the industrial 
buyer reads advertising pertaining 
to his field as you and I read the 
daily paper advertising is news 
and he must keep up to date. Sur- 
vey after survey demonstrates that 
the advertising pages of industrial 
magazines are read intensively. In 
fact, these pages are must reading 
for anyone charged with the re- 
sponsibility of purchasing, or in- 
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Buyer Interests Differ . . | 


ideas from some particular applica- 

tion.” 
“Technical 

struction and maintenance of prod- 


information on con- 


uct.” 

How different then from the read- 
er of consumer advertising who’s 
stopped by an ad featuring a de- 
corous blonde who encourages him 
to use Slick-Groom Hair Tonic 
and he'll get a kiss from his best 
gal! Or the pathetic guy left in 
the cold at his company picnic be- 
cause he needs green grass seed to 
cure his body odor! 

The number one distinction, then, 
between consumer and _ industrial 
copy is the reader . . and his frame 
of mind when he’s reading as a 
part of his job versus reading for 
pleasure! 

The second major distinction lies 
in the attitude of the reader toward 
advertising. The consumer reads 
what attracts or interests him 
no obligation to read 
any advertising. Thus, a cardinal 
principle of consumer advertising 
is to secure attention, for an adver- 


he is under 


alitie 


«0% 


45 


25 
intl 





continued high here, but research 


agents asked product data. 


fluencing the purchasing, of the ma- 
terials of industry. 

An interesting fact that brings 
out how well the industrial reader 
looks at advertising is the fact that 
he is not scared off by “too much” 
copy. There just doesn’t seem to 
be any limitation to the amount of 
copy in an industrial ad as long as 
it is of interest to the reader. Con- 
sumer copywriters are weaned on 
the need for short copy, while the 
copywriter knows that 
facts are vital; that advertising is 
product news to the industrial read- 
ers . . he makes it a point to put 
all the details in that he needs 
limiting himself only to the physical 
appearance of his ad. For instance, 
look at the following study of the 
amount of text in an ad and what it 
does to readership: 

The more information an indus- 
trial ad contains the greater are its 
chances of being read and remem- 
bered. This was a finding of a sur- 
vey made by McGraw-Hill Research 
on 1,069 single-page ads in one pub- 
lication. It is a strong indication 


industrial 





Product information for product buyers 





“’VE GOT TO STAY HERE AND WORK; 


WE’RE RE-EQUIPING THE PLANT.” 


Who buys? Who sells? 


IEN’s monthly distribution is 65,858. Of these, 
61,498 copies go to active officials with buying 
responsibilities in 38,000 highly productive 
plants; to government agencies and consult- 
ing firms; 56.91% rated $1,000,000 and over; 
85.81% above $100,000. 


35.73% of these officials are production and 
plant operating men; 31.41% are engineers; 
18.35% are administrative; 9.15% purchas- 
ing officials. More than 90% have sent written 
requests for IEN. 95.7% indicate they use 
IEN for finding and buying. 


The sellers who use IEN ... more than 1,100 
suppliers to industry ... understand that what 
is 100% buying service to the buyer is 100% 
sales-making service for them. Our first ad- 
vertiser is still with us and hasn’t missed an 
issue in 19 years, And to a great many others 
a 12-time schedule in IEN is a yearly fixture 
... first on the list. Where else can you buy a 
year’s 12-time, all-state, all-industry cam- 
paign of such breadth and penetration for 
$150 a month, $1,800 a year? 


No wonder 92.4% of IEN advertisers renew 
year after year! 


Shopping in Industrial Equip- 
ment News is an important 
monthly need and oppor- 
tunity among 61,498 plant 
officials. 


You can’t turn out the right end product un- 
less you have the right equipment, parts and 
materials with which to manufacture it. So 
the search for improved products never ends. 
And a source as comprehensive as IEN is in- 
dispensable to selectors, specifiers, buyers and 
users of whatever industry buys. 


Every month IEN describes more than 1,100 
new and improved products, knowledge of 
which has cash value to the firm and in the 
earning capacity of the man who finds better 
products to use. IEN information includes 
(1) product news and product literature ac- 
curately set forth by the editors and (2) prod- 
uct information presented by hundreds of 
advertisers. And it’s all 100% buying infor- 
mation... nothing else. 


USE THIS COUPON FOR HELPFUL INFORMATION 


The six items listed below are available in our Media Data 
File folder—yours for the asking. This folder contains all the 
information you need to indicate how Industrial Equipment 
News can carry information on your products to all manu 
facturing industries 


1—NIAA Report 4—Inquiry checking and 
2—CCA Audit analysis work sheet 
3—The IEN Plan (how to 5—Work sheet for new 


reach the men in industry product publicity 


who specify and buy 6—Check chart for 
advertisement analysis 


Tateltksiatel 


Equipment i 


Industrial Equipment News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 
Name 


Na cit ia 
ee ee 
Address. 


The Original 
1EN 
Founded 1933 





( 


) complete media data file 
oritemno.1( )2( )3¢ )4¢ )5¢ 
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that the readers of industrial pub- 
lications are anxious to get more 
information from the advertising 
they read 

To measure relative readership 
of advertisements by the amount 
of information they contained, all 
full-page ads in five issues studied 
were divided into three groups de- 
pending on the length of their text 
Groups were designated short (120 
words or less), medium (121 to 200 
words) and long (201 to 500 words) 
Findings showed 426 cases of short 
1430 medium and 213 long; 


only nine ads had more than 500 


copy, 
words . . too small a sample to war- 
rant study 

Analysis was made separately by 
black-and- 


breakdowns 


bleed and non-bleed, 
white and two-color 
Within each category the reader- 
ship of ads with short copy was 
made an index base of 100. The 
use of this index system enabled 
the ads to be combined statistically, 
with no bias due to color or bleed. 

In both the “remembered seeing” 
and “readership” classifications, the 
average for the group of ads with 
short copy was made the index base 
of 100 
dium length text were recalled by 


On this basis ads with me- 


10°;, more readers and the ads with 
long text by 34° more readers 

The readership figures turned out 
in about the same general pattern. 
Ads in the medium group registered 
9°}, greater readership while ads in 
the long group scored fully 23° 
more readership 

Further 
make certain that the findings at- 


analysis was made to 
tributed to length of text were not 
due to product or service advertised 
A cross-tabulation of the data re- 
vealed that, within each product 
group, ads employing the same tech- 
niques (size of space, color, bleed) 
were recalled better and read more 
when they contained more infor- 
mation. The results confirm that 
more informative ads with a good 
amount of text are recalled better 
and read more 
An important consideration — in 
consumer advertising is 
It seems that a great many times 


position 


special positions opposite related 


editorial matter give better reader- 
ship than those ads “lost” or 
“buried” in the back of a consumer 


magazine. Therefore, a consumer 
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copywriter looks with envy on ad- 
vertisements “featured” in the front 
of a book . . he must think the read- 
er gets tired of the ads after he has 
thumbed through the first twenty 
pages. But in industrial advertis- 
ing, it doesn’t make much difference 
where the ad is it’s seen and 
read . . if it has reader interest. 

And what about color? It is a 
prime fact that consumer ads, to 
point up the latest fall fashions or 
some tint for the hair, lust after 
color! In industrial advertising, 
readership is not greatly affected 
by the addition of color. 

Of course, industrial advertisers 
are using color . but the reasons 
are in many cases different than 
why much more color is used in 
consumer advertising. Here are a 
few of the more obvious reasons 
why color is accepted and used in 
trade publications. I give them in 
order of preference: 

1. To emphasize product sales 
features 

2. To build trade-mark identifica- 
tion. 

3. To demonstrate mechanical op- 
eration 

4. To establish campaign contin- 
uity. 

5. To accentuate specific words or 
phrases 

It is not the rule in industrial ad- 
vertising that four-color ads neces- 
sarily get greater readership than 
black-and-white ones. Studies show 
that informative advertising . . re- 
gardless of color, size and position 

wins hands down every time 

This is not to say that all indus- 
trial ads are equally well read. A 
glance by an informed reader can 
quickly determine whether any in- 
dividual ad applies to his business, 
or offers any information of value 
But the deliberate scanning, or leaf- 
ing through, of all advertising pages 
makes the major problem of general 
advertising attention of con- 
siderably less importance in the in- 
dustrial field 

Far more important to the indus- 
trial advertiser is quick identifica- 
tion of the subject matter and the 
other 


Indus- 


company advertising In 
words, audience selection 

trial advertising is predominantly a 
rifle shot aimed at a qualified pros- 
pect general advertising is a 
shot-gun blast at a universal audi- 


ence. Of course the distinction is 
not as simple as this, but it lies at 
the root of much misguided research 
in the industrial field 
based on consumer reading habits. 


research 


Recall to Sales? . . A technique 
of much popularity in determining 
the attention and readership given 
to individual ads is the post-pub- 
lication interview of a statistically 
representative sample of a maga- 
zine’s audience to determine what 
ads were seen and how much of 
them were read. 

Now let’s compare this technique 
in the consumer field with the in- 
dustrial field. 

Assume an adequate and repre- 
sentative number of interviews of 
a consumer magazine’s readers. 
Compare the readership of two soap 
ads. Since we hope everyone needs 
soap, an ad that is recalled by 50°, 
of those interviewed may be pre- 
sumed to have sold twice as much 
soap as an ad recalled by 25% of 
those interviewed. At any rate, 
twice as many people recalled Brand 
A as they did Brand B. 

When we use this technique in 
industrial advertising we run into 
complications. In the first place, a 
truly representative sample of an 
industrial publication’s readership 
is almost impossible. If the sample 
is weighted to reflect the correct 
percentage of company officers, 
purchasing agents, production and 
maintenance personnel and engi- 
neers, we find that in these groups 
there are widely divergent duties 
Let’s take two 
ads for hard surfacing rods. One 


and responsibilities. 


has a reported readership (or re- 
call) of 18°7, the other 2%. The 2% 
ad might be more effective. Why? 

In the particular sample inter- 
viewed (100 people) there might 
easily have been 36 having some in- 
terest in hard surfacing for resist- 
ing abrasion in general. However, 
there could have been only two in 
this particular sample concerned 
with heat-resisting hard-surfacing, 
used primarily for ladle tongs in 
steel mills and foundries. Thus we 
see that only half the people that 
should have been interested in the 
first ad even recalled it, while all 
the people who had any reason to 
read the second ad remembered it. 

All this test indicated was that 
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CONSTRUCTION 


. . read by more contrac- 
tors and engineers in the 
11 Western States than any 
other construction maga- 
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. the “first paper” to the 
men who sell and service 
equipment for the West's 
461,673 farms! 








JANUARY: 


ANNUAL REVIEW AND FORECAST ISSUE 


Industry-by-industry summaries and 
trends . . . analysis of Western pro- 
duction facilities, natural resources 

authoritative forecasts by the 
West's top management men; solid, 
factual information that assures ex- 
tra-high readership by the more-than- 
9,000 men who manage and buy for 
the West's fast-growing industry ! 
Out January 15... 
December 24. 
Also MARCH Metals & Metalwork- 
ing Issue (Closes February 25), and 
AUGUST Materials Handling Issue 
(Closes July 25). 


Final Forms Close 


609 MISSION STREET 


JANUARY: 


ANNUAL REVIEW AND FORECAST ISSUE 


Progress and plans for the West's 
major construction projects . . . devel- 
opments and trends in equipment, 
methods, use of materials analy 
sis of the market developing from 
population pressure; an important 
issue with extra-high readership by 
the nearly 12,500 contractor-engineer 
paid subscribers throughout the West 
It's the perfect medium to start your 
1953 sales campaign .. . don't miss 
wt! Out January 1 . Last Forms 
Close December 5 


Also JUNE, Annual Highways Issue 
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nine times as many people of those 
interviewed recalled ad A as did 
ad B. But in the industrial and 
business fields attention value has 
no proved relationship to effective- 
ness 

A third distinction between gen- 
eral and industrial copy is in objec- 
tives. Almost all general copy aims 
to increase sales directly. If an in- 
dividual ad is of the mail orde 
type, or contains an offer, its effec- 
tiveness can be checked with con- 
Even if there 
is no offer, a campaign may be ex- 
With ciga- 


example, sales 


siderable accuracy 


pected to increase sales 
ret advertising, fo 
are almost directly proportional to 
the size of the advertising budgets 
of competing manutacturers 

In industrial advertising increased 
sales may be the over-all objective, 
but quite often there is a more im- 
mediate and less tangible reason 
In my own company’s advertising, 
which comprises ten or more sep- 
arate campaigns, there are almost 
as many different objectives as there 
are campaigns. For example, our 
corporate campaign 1s designed to 
gain acceptance of Crucible as the 
steel producer; 


leading specialty 


our warehouse campaign stresses 
complete stocks and service even in 
periods of steel scarcity; our stain- 
less campaign emphasizes the emer- 
gence of Crucible as a major pro- 
ducer; our tool steel campaign is 
devoted largely to scotching a com- 
petitive rumor. None of these ob- 
jectives are capable of statistical 
analysis as to whether we have been 
successful or not. We must rely on 
the field reports of our men and our 
customers and prospects 

Another important distinction be- 
tween consumer advertising and in- 
dustrial advertising is the greater 
importance of the manufacturer, his 
facilities, and his reputation. How 
many of you know the name of the 
manufacturer of Glass Wax, or Baby 
Ruth or Lucky Strike cigarettes? 
Yet in our industrial advertising, 
we spend a great deal of time in 
our planning to get a family resem- 
biance to all our advertising, so that 
a purchasing agent accustomed to 
buying our fine tool steels, is well 
aware of our ability to produce 
stainless steel 

We make every attempt to pre- 
sell a product by associating the 
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reader with our corporate name 
Sure, there are brand names used 
in industrial advertising, we have 
almost 200 


But their acceptance is based almost 


registered ourselves. 


entirely on the fact that the name 
Crucible precedes each name. 


In consumer advertising, when a 


new soap powder is brought out on 
the market, the manufacturers, not 
having sold their corporate name 

must use this cliche in their copy 

“New DID, the miracle cleanser, 
brought to you by the manufactur- 
ers of DONE, the all-purpose deter- 
gent!” Thus, we can see the im- 
mediate short-coming of overselling 
the brand name without selling 


How 


easier would it have been, and how 


the corporate name. much 
much more impressive to say “New 
DID, the miracle cleanser from the 
modern laboratories of Detroit Al- 
kali!” 
Where the corporate name is sold 
the constant quest for brand 
names to outdo competition is un- 
necessary. No one disputes the rep- 
Brand name or 
it has been sold 
as one to the American public 


utation of Ford 
corporate name 


Which Name? . . | have seen that 
more and more companies are doing 
so-called “institutional” advertising 
to sell the corporate name. And 
many companies have so sold a par- 
ticular brand name . . that it has 
been adopted as the corporate name! 
This then 
of the company as a horizontal cov- 


. the selling of the name 


erage of a whole line of products 

is of growing importance to the 
industrial advertising manager, 
whereas the mere acceptance of a 
brand name in consumer advertis- 
ing is enough! 


Another 


tween general and industrial copy 


major distinction be- 
is the people who create copy in 
these diverse fields. The rewards 
to the writer in the consumer field 
are, on the average, so much higher 
than to the industrial writer that 
top talent tends . . or tries . . to 
gravitate to the richer pasture. 
Industrial budgets are, as a rule, 
lower than consumer budgets for 
This 


is due quite obviously to the fact 


companies of comparable size. 


that rates in consumer media are 
many times higher than in indus- 


trial media. Theoretically it takes 


no more creative ability to produce 
copy for an ad in a top consumer 
magazine than for an ad in a top 
industrial magazine. 

Yet, the industrial copy writer 
is a most important person in our 
economy. It is often his copy that 
can sway a purchasing agent from 
one manufacturer’s $250,000 boiler 
to another. The average industrial 
copy writer is certainly a strange 
beast-of-burden, he’s everything to 
all facets of a manufacturer's or- 
He must be able to dis- 
technicalities of 


ganization. 
rolling 
titanium with a metallurgist, and 


cuss the 


then put it down clearly so that 
unfamiliar 
with it can understand the impor- 


some one completely 
tance of the process. 

Then, too, he cannot describe the 
process as “luscious” or “yummy.” 
He’s writing to intelligent men, 
whose job security is dependent on 
judicious selection of the right ma- 
terials for his company’s needs. The 
industrial copy man must write his 
Every 
feature pin-pointed, spelled out. 

I want to make this statement 
without any qualifications: Let's 
Take the 
five best consumer copywriters in 
take five of the best 
industrial copywriters . . then switch 
them in their jobs. I believe that 
the five industrial copywriters will 
do a better job on the consumer 


ads like a purchase order. 


make this simple test 


the business . . 


copy than the consumer writers can 
do on the industrial copy! And 
it’s understandable. The consumer 
copywriter is under no obligation 
neither to his client nor to his 

reader, to present facts as facts. 

He practices a form a sleight-of- 
word distortion to fit the pattern 
of a man’s desires. The consumer 
copywriter is taught to add that 
“priceless ingredient” that sways the 
mind and senses from one kind of 
coffee to another. I like to call that 
ingredient: “ferro-manurium.” 

While the general caliber of in- 
dustrial copywriter is high, there 
is a variance just as in any business. 
However, as management comes to 
recognize the growing importance of 
industrial advertising, and the men 
who write it, the time is not too far 
off when the compensation will off- 
set the tendency for an industrial 
copywriter to drift to consumer ad- 
vertising. 
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Probably was. Ohio and Pennsylvania, with 
their combined population of some 20,000,000, 
have been mighty important markets for prac- 


tically any company you can think of. 


(As a matter of fact, if a new island of that size 
and importance were going to pop up in full 
maturity off the tip of Cape Cod next week, 
most of us would have our sales manager and 
all the men we could muster camping in Boston 
right now .. . ready to fly, swim, or wade to this 
virgin market and stake out a claim for us 
among its product-hungry millions and its thou- 


sands of industrial plants. 


Yes sir, the stampede would make the Gold Rush 
of °49 look like a Sunday School picnic. No 
expense would be spared. A special advertising 
appropriation would be ready, and the people of 
“Ohisylvania” would soon become as product- 


conscious as the citizens of Manhattan. 


* *« X 


NB P| 


Was this a good 
market for you 


last year? 


Of course it won’t happen just that way—BUT 
—a market the size of Ohio and Pennsylvania 
(20,000,000 people) has been added to our econ- 


omy since 1942. 


and here’s the important point 





A market just about that big will be added in 
the next ten years. To serve these millions, there 
will be thousands of new plants coming into 
existence, filled with new equipment, chewing up 
countless tons of materials and supplies. This 
new industrial giant will be managed largely by 


men who are not now wedded to any supplier. 
It’s a real opportunity, isn’t it? 


But time is short. The companies that are going 
to get the lion’s share of this new market are 
planning for it and working toward it now. 
That’s why a continuing long range advertising 
program is an important factor in alert company 
management. There is a much bigger job to be 
done right now... and too much at stake in 


the markets of tomorrow to ever take them 


for granted. 
PUBLISHING 


™ PENTON company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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THIS MASTHEAD MEANS 


MAXIMUM 


COVERAGE OF 
OIL PRODUCING 
INDUSTRY 


BUYERS... 


The editorial content behind this masthead 
is read monthly by 93° of the men who buy 
or specify 98° of all equipment used in the 
oil producing business. 


This high readership . . . due to heavy 
emphasis on job help, “idea” articles, pre- 
sented in orderly sections for easy reading . . . 
means increased sales value from your adver- 
tising dollars. 


Here is the largest available paid sub- 
seriber coverage of men directly and -exclu- 
sively engaged in oil producing . . . more 
than 15,000 ABC. And over 7,000 of World 
OW s producing subscribers read no other oil 
paper, which means that almost half of the 
oil producing buyers and specifiers read 


World Oil exclusively. 


A 14 issue schedule in World Oil gives 
you complete, every issue coverage of this 
billion dollar oil producing market. 


ASK TO BE SHOWN WHO WORLD OIL 
READERS ARE. 


Ask your Gulf Publishing Company repre- 
sentative to show you WHO these readers, 
with 98 of the producing industry buying 
power, are, 


SEND NOW FOR 


Authentic markets and sales data on 
where, how and who to sell in the billion 
dollar oil producing industry. 

Write today for latest World Oil Market 
Data Book. 


The ‘‘IDEA’' MAGAZINE of the Oil Producing Industry 


A SPECIALIZED PETROLEUM PUBLICATION OF 


\ GULF PUBLISHING COMPANY 


@ 


OFFICES AT: NEW YORK, 
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Urges 4 freedoms for admen 


Wedereit sets standards 
for industrial ad staffs 
in Montreal address 


@ MONTREAL . . Industrial admen 
must establish four “freedoms” to 
improve their working effectiveness, 
NIAA President Gene Wedereit, ad- 
vertising director, Girdler Corp. and 
Tube Turns, Inc., Louisville, be- 
lieves. 

Addressing the Industrial Adver- 
tisers Association of Montreal, he 
defined the freedoms as follows: 

1, Freedom of contact outside the 
shop, because it is important in get- 
ting acquainted with the customers’ 
language. Management, Mr. Wed- 
ereit said, must be convinced of the 
importance of this freedom and of 
the necessity of footing the bill for 
it. 

“The place to learn the language 
of your industry is out where your 
product is in use,” he said. “Talk 
to the welder, the machine tool 
operator, the maintenance man, the 
plant superintendent, the laboratory 
technician, the man who feels and 
knows your product through inti- 
mate contact in use. .. He is the 
man to whom your advertising mes- 
sage must appeal for it to actom- 


distribute to all its feeder lines and 
out to its markets the kind and 
quality of information that will 
work to the ultimate objective of 
increased sales.” 

The advertising staff should be- 
come acquainted, he said, with key 
men in the plant and should attend 
meetings by the steering committee, 
the technical group, the product de- 
velopment division and “even the 
sales department.” 

Mr. Wedereit cited an incident in 
his own shop: 

Because his company had high- 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Gene Weidereit, president 
Biaine G. Wiley. e 


xecutive secretary 


quality research men, many prob- 
lems were referred back from cus- 
tomers through channels to them, 
which they then worked out and 
sent back. 

The advertising department asked 
to get duplicates of these solutions 
as they were sent out. The research 
department was reluctant because 7 
of the confidential nature of this 
material, but complied. 

After a time, the advertising de- 
partment had a stack of reports? 
which seemed to indicate that there 
was a pattern in the types of prob- 
lems presented. A check with re- 
search proved this to be true. 

Advertising immediately set about 


New trade show display that automatically lights up copy panels when viewer approaches 
is examined at meeting of Eastern Industrial Advertisers by (1. to r.) Lewis Woodruff, 
Miller Mack and Bill Schar of General Exhibits, Chicago, the gianufacturer; and Dick 
Gawthrop, Minneapolis-Honeywell Regulator Co.; Harris McKinney, Harris McKinney 


Advertising; Don McSorley, Du Pont. 
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to get management to approve the 
development of a series of technical 
bulletins worked out by research 
along the lines of prevalent com- 
plaints, which might cover all pos- 
sible complaints in the field 

These bulletins over the years 
have proved their worth. 

“It multiplied the value of the 
efforts of the research department 
by thousands. It provided a source 
for highly authoritative 
material that became a part of our 
It has helped 


technical 


advertising program. 
in establishing our company as the 
outstanding authority in the field of 
piping design,” he said. 

The department developed a care- 
fully selected list of names which 
has grown to 17,000. The accuracy 
of the list has been checked out 
recently at 98.6. 

The bulletins are published with- 
out regularity, he said. About eight 
have appeared in a period of five 
years. A file of the books, figured 
at $8 each, brings the total expense 
to about $135,000 on a continuing 
project 


3. Freedom to select media 


vital to industry . . should be on as 
scientific a basis as possible, Mr. 
Wedereit emphasized. 

Don’t choose a publication under 
pressure of a vice-president merely 
because he has friends on its sales 
staff, he warned. 

Even when you choose media sci- 
entifically, results can take time. 
Mr. Wedereit cited a $60,000 sale in 
his company which could be traced 
back to a coupon clipped from an 
ad that had 
before the sale. 


appeared two years 


He said that response to industrial 
ads is slow moving and that “selec- 
tion of advertising media to effect 
that movement must be made on a 
long-term objective and task force 
program rather than an immediate 
return basis,” as in consumer adver- 
tising. 

An error in industrial advertising 
can often cost as much as the entire 
On the other hand, the 
But that too 
is a long, arduous process. There- 
fore, it is important to be “thorough 


campaign 
error can be stopped. 


and scientific in the selection of 
media.” 
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One way to check on the worth 
of media, he explained, is the meth- 
Fol- 


lowing a four-color insertion in 20 


od his department had used. 


magazines over a one-year period 
covering the field it wanted to use, 
the department sent out question- 
naires to its list of 25,000 names. 
The questionnaire asked if the 
readers had seen the ad and where 
if not sure where, then where 
they thought they had seen it 
and if they hadn’t seen it, where 
they would have expected to see it. 
On the basis of the response, it 
was evident that the staff had made 
the right media selection. 
4. The fourth freedom is to be 
able to That 
sounds simple enough, Mr. Wedereit 


analyze inquiries. 


said, but it is “surprising to find 
out how often it is ignored by both 
management and the advertising de- 
partment.” 

“In the final analysis, sales are 


what you are trying to accomplish 
with advertising. Inquiries lead to 
sales and if they are not properly 
handled and followed through, the 
whole effect of your advertising can 
be erased. Comprehensive inquiry 
analysis requires access to the files 
of the sales, engineering, and re- 
search departments, the order and 
accounting departments to deter- 
mine the relative merit of the in- 
quiry, whether it was followed 
through properly and finally wheth- 
er it resulted in a sale.” 


NIAA expands bureau policy 
to get more speakers 


® NEW yYorK .. The National In- 
Advertisers Association’s 
changed its 


dustrial 
program bureau has 
policy of recruiting speakers for in- 
dustrial advertising programs solely 
from among NIAA members: non- 
members with a message for indus- 





How industrial advertising 


paid off 


"his is the sixteenth in a new series of 


case histories collected by the committee 


on advertising effectiveness of the NIAA 


By James N. Seaton 
Advertising Manager 
rd & C 


Mi 


® FOR SEVERAL YEARS, our company 
representatives have been calling on 
one of the major oil companies try- 
ing without success to get them to 
allow us to bid on some of their 
refinery design, engineering and 
construction work. 

Recently, upon learning that a 
new refinery project of considerable 
size was being planned, our vice- 
president and one of our division 
managers called on this oil company 


and asked point-blank during the 
ensuing discussion: “Mr. X, what 
must we do, or what information 
must we place in your hands about 
our company to convince you of our 
desire and competence to handle 
projects of this kind for you?” 

Mr. X’s reply was to take down 
a copy of a well-known catalog 
serving the oil industry, open it to 
our company’s own pre-filed cata- 
log section, and remark, “You don’t 
need to tell me anything else about 
your company! I have studied your 
catalog, and the information you 
have given there is sufficient. When 
this project is ready to proceed, 
your company will be asked to bid.” 

Our V.P. remarked to me later, 
“Man . . you sure made a believer 
out of me!” 





trial admen will also get invitations 
to speak at chapter meetings. 

The policy change was caused by 
expansion of NIAA chapter activ- 
ities, combined with offers from 
non-members to speak before local 
NIAA groups, Blaine G. Wiley, ex- 
ecutive chairman, explained. 

From now on, Mr. Wiley said, 
sources outside the NIAA will be 
tapped for panel programs, speak- 
ers or films dealing with industrial 
advertising, marketing, public rela- 
tions or graphic arts that will bring 
new methods or information to 
NIAA members. 

Available programs are listed on 
a form by the program bureau and 
sent to the chapter program chair- 
man of each of NIAA’s 33 local or- 
ganizations. The chapters send in- 
vitations directly to the speakers 
they are interested in programming. 


Ad research institute names 
Tidrick managing director 


@ CLEVELAND Lawrence J. Tid- 
rick, former director of sales per- 
sonnel, International Latex Corp., 
New York, has 
been appointed 
managing direc- 
tor of the Indus- 
trial Advertising 
Research 

tute. 
Mr. Tidrick 
has taken charge 
Tidrick of the NIAA in- 
stitute’s offices in Cleveland. He 
was previously with the Metal Lath 
leve- 


Insti- 


Manufacturers Association, 
land; American Seating Co., Grand 
Rapids, Mich.; and the Michigan 
State Department of Public Instruc- 
tion, Lansing. 

The institute's office staff includes 
a general secretary and a research 
librarian. The office is located in 
Cleveland’s Engineers Building, at 
1365 Ontario St. 


Apsey made life member 
of Maryland group 
® BALTIMORE . . Life membership in 
the Maryland Industrial Marketers 
was conferred on Jack Apsey, ad- 
vertising manager, Black & Decker 
Mfg. Co., Towson, Md., in recogni- 
tion of his work on behalf of the 
association. 

The presentation, in the form of 


a scroll, was made at an outing of 
the organization at the Country 
Club of Maryland. Life member- 
ship has also been awarded to Mr. 
Apsey by the National Industrial 
Advertisers Association, of which 
he was 1951-52 president. 


Industrial ads reach him, too, 
says Navy procurement officer 
® PHILADELPHIA .. Government pro- 
curement officers read business 
publications, Commander Harold H. 
Blackman, officer-in-charge, pur- 
chasing division, Naval Aviation 
Supply Depot, Philadelphia, told a 
meeting of the Eastern Industrial 
Advertisers. 


“Industrial buyers in government 
procurement offices are as suscep- 
tible to advertising as are commod- 
ity buyers in industry,” he said. 

Presenting the military viewpoint 
on industrial selling and advertis- 
ing to 150 members of the Eastern 
Industrial Advertisers, Commander 
Blackman described the 5,000-offi- 
cer staff of the Naval Supply Corps 
manage- 
ment inclination, 
choice and training.” More than 
3,000 of these men have either com- 
pleted graduate courses in business 


as “supply specialists 
personnel _ by 


administration or have college de- 
grees in that field. 
‘They expect to be approached 


Where travelers can find NIAA activity 





Indianapolis 
Kansas City 

s An se ies 
Milwaukee 
Minneapolis 
Montreal 
New Jersey 
New York 
Philadelphia 
ittsbur 3h _ 
Portland, Ore. 


Rochester 


Irregular 
Vancouver, B. C 


West. N. England 


3rd Thurs 
2nd Thurs 


Youngstown 
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by industrial sellers and advertisers 
as business men in their respective 
fields,” he said 

Explaining that government pro- 
curement is much like any big busi- 
ness operation conducted by _ busi- 
ness specialists, Commander Black- 
man added: 

‘For when we find that we have 
an insufficient base of adequate sup- 
pliers, and where we see that there 
is a company with adequate produc- 
tion capacity for certain types of 
production, we go out to them 
through our Industrial Mobilization 
Personnel and bring them into ou 


planned procurement program.” 


Believability . . 


Pittsburgh sets June 22-25 
for 1953 NIAA conference 
® PITTSBURGH The 1953 confer- 
ence of the National Industrial Ad- 
Association will be held 
June 22-25 at the Hotel William 
Penn in Pittsburgh 

To allow NIAA members who at 


tend more time for 


vertisers 


personal use 
committee contacts and transaction 
of business, only one official lunch- 
eon instead of the customary 
three will be scheduled 

A major spot on the program will 
go to exhibits and displays as a 
medium for industrial promotion. A 
tour of a steel mill is also planned 


146 / in du 


trial Marketing 


. 
| 


The president of the NIAA, 
J. R. Hopkins, urged all local chap- 
booklet 
case studies of the advertising cam- 
“This,” 
he said, “would be the beginning 
of an NIAA library on 


advertising.” 


ters to publish, in form, 


paigns of their members. 
industrial 


Speaking at a meeting of the Mil- 
waukee Association of Industrial 
Advertisers, C. S. Mercein, of Klau- 
Van Pietersom-Dunlap-Younggreen, 
Milwaukee advertising agency, said 
that he considered industrial adver- 
tising the most difficult form of ad- 
vertising to handle properly. Mr. 
“This is be- 


cause the executive who directs the 


Mercein explained: 


buying of a machine tool is chiefly 
interested in what that product will 
accomplish in the way of increased 
production or enlarged _ profits. 
Therefore, the copy must get over 
on the buyer’s side of the fence.” 

C. E. Stuart, president, United 
Alloy Steel Corp.., Massillon, O., told 
a session of the Cleveland Adver- 


tising Club's industrial advertising 


division that advertising managers 
should definitely be allowed to sit 
in with other marketing executives. 
He spoke as a former ad manager 
himself. Speaking also before the 
Cleveland group, J. S. King, presi- 
dent, John S. King Co., Cleveland, 
declared: “Industrial advertising is 
merely the modern voice of indus- 
try. With it industry becomes ar- 
ticulate one industry speaks to 
another and advises what it has to 
contribute, for the general, as well 
as its own welfare.” 

William Benton, manager of the 
trade and industrial division of 
George Batten Co., New York ad- 
vertising agency, told a meeting of 
the Technical Publicity Association 
of New York where and how to 
look for good technical copywriters. 
Said Mr. Benton (now Senator): 
“We have tried to hire men who are 
trained writers if not actually in 
newspaper work, at least who have 
the same sense that a newspaper 
man has in his effort to get the news 
and the story behind the product.” 





MORE REFINERY MEN 
PAY TO READ al 


6) 
REFINER | REFINER 
THAN ANY OTHER ae gate a 
Oil PAPER 


and that’s why your product story will have 
maximum coverage of the giant refining 
market when you advertise in Petroleum 


Re finer. 


Total paid circulation now tops 10,000. 
And the 8000 paid subscribers engaged 
directly and exclusively in refining, petro- 
chemical and natural gasoline processing 
are key men in companies accounting for 
better than 98% of all refining industry 
purchasing. 


Hard hitting editorial impact . . . with 
greater engineering-operating content . 
has been responsible for Petroleum Re fin- 
er’s steady circulation growth .. . a 32.50 
increase in the last five years... and for 
39 years of publication leadership in the 


Refining Industry. 


4 12 issue schedule in Petroleum END NOW FOR 


Refiner gives you complete, every issue 
coverage of the billion dollar refining, 


petrochemical and natural gasoline indus- Authentic markets and sales data on 

ie aah mses temreeesd atles veluc where, how and who to sell in the billion 
yeu % : : “ dollar refining industry. 

from your advertising dollars. . . ‘ 
: Write today for latest Petroleum Refiner 

Market Data Booklet. 


. REFIN gh i — _ Aiea 


ska eee a ARO RT mee 


SPECIALIZED PETROLEUM PUBLICATION OF oom 


GULF PUBLISHING COMPANY 


@ P. O. Box 2608 © Houston, Texas 
World's Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, CHICAGO, CLEVELAND, TULSA, LOS ANGELES 
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NIAA budget study lists ad 
expenditures in 11 industries 


® avs IN business publications ac- 
counted for 46.3°, of the money 
spent on advertising by typical in- 
dustrial companies in 1951, a newly- 
published survey reveals. The next 
largest amount 19.2% was 
spent on product literature. An- 
other 11.7°, went for consume? 
magazines, newspapers, radio and 
TV 

The industrial advertising budget 
survey, one of a series of biennial 
reports sponsored by the National 
Industrial Advertisers Association, 
shows that six out of the 11 product 
and service categories listed follow 
that budget pattern. These include 
manufacturers of electrical and 
non-electrical machinery, chemicals, 
transportation equipment, iron-steel 
products and non-ferrous products. 

The survey report, which showed 
that industrial advertising budgets 
averaged 2.01°, of sales last year 
(IM, July, p. 99) breaks down this 
per-cent-of-sales figure industry by 
industry. Expenditures ranged from 
153°, of sales in the non-ferrous 
products category to 3.03°, of sales 
in lumber and wood products. 

Percentages and other detailed 
data on advertisers in nine other 
industries are included in the ex- 
tensive, 22-page report, only a small 
portion of which can be presented 
here. Copies of the report may be 
obtained at a price of $3 a copy by 
non-members of NIAA. 
the report is being mailed to every 
NIAA member without charge. 


A copy of 


Such businesses as printing and 
publishing, lumber and wood prod- 
ucts, stone and ceramics, and all 
other manufacturing types, follow 
ad budget patterns of their own 
The stone and ceramic group, for 
example, spent 34.9% of its adver- 
tising money on product literature, 
and 30.9°; on business publication 
ads. Lumber and wood products 
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spent 27.7‘, on product literature, 
19.2°;, on business publication ads, 
and 33.8‘, on consumer media 
Non-manufacturers put almost as 
much budget money into consume: 
media . . 29%, . . as into business 
publication advertising . . 33. 

The NIAA questionnaire, mailed 
out and returned during last May 
and June, was answered by 613 
Of these, 98 had to be 


rejected for incompleteness The 


companies. 


remaining 515 replies form the basis 
of the report. It is a thorough and 
easy-to-follow document, which ev- 
ery industrial adman should find 
of great value 
The 2l-page completed survey 
covers such points as how and when 
industrial companies determine their 
advertising budgets, what percent- 
age of gross sales the budgets rep- 
resent, the role advertising agencies 
perform, and total advertising ex- 


penditures for 1951. In all, 15 ques- 


tions are answered. The results are 
given for each manufacturing cate- 
gory in three different ways: by 
number of replies, percentagewise, 
and where applicable, in dollar 
amounts. Among the findings: 

The printing and publishing field 
spends a vastly greater percentage 
of its ad budget .. 4.5% .. on re- 
search than the average industrial 
company, which spends .8°% 

The printing and publishing field 
also leads in expenditure for indus- 
trial shows and exhibits . . 7.4% 
as compared to 5.5% spent by the 
average industrial company. 

Printing also far exceeds any 
other classification in money spent 
on films . . 8.57. Lumber and wood 
products is next with 3.4%. The 
average industrial company’s ad 
budget allocation for films is 1.5%. 

Leaders in point-of-sale (dealer) 
displays are lumber and wood prod- 
. 3.9%, and 
3.2%. 
The average of all respondents was 
1.9%. 

Transportation equipment manu- 
facturers and printers budget al- 
most the same amount on publicity 

. 4.7% and 4.5° respectively. Stone 


ucts . . 4.3, printing . 
transportation equipment 


and ceramics follows with 3.9°. 
The average publicity budget figure 
is 2.6%. 

Another item, listed simply as 
“other,” figures prominently in the 
advertising budgets of all product 


INDUSTRIAL MARKETERS 


O. Sperry, president, Color 
rchase materials. At speakers table 


Emory Advertising 





The Radio-Electronics Industry 


— between covers — 


26,500 


Copies to eS ‘ Achievement: From a strictly prac- 
Members 7 tical standpoint, here is the working in- 
id formation on an entire industry, wrapped 
up in one book for engineers, and pro- 

vided by engineers and their firms. 


Men—Firms—Products: All three 
make the radio-electronic industry, and 
all three are listed and well organized in 
the annual IRE DIRECTORY. Here is 
a service supplied to 26,500 IRE mem- 
bers which is of tremendous practical 
value. 


10 Product Directories in One: 
So vast are the applications of radio 
today that the electronic equipment 
buyer needs not one, but ten directories, 
but with the convenience of one binding. 
The IRE DIRECTORY sensibly organ- 
izes products into these great groups: 
Audio, Broadcast, Communications, 
Components, Applications of Electron- 
ics, Radar, Services & Raw Materials, 
Testing Equipment, Education, Distrib- 
utors. 


Classified for Use: An almost un- 
believably complex industry has been 
organized, coded, simplified, and “in- 
dexed for use” in this book. Advertising 
adds vital and specific working informa- 
tion to these indexes. It is the kind of 
information an engineer knows how to 
use! 


BUDGET! Order advertising now! 

IRE DIRECTORY advertising will 

834 Pages reach 30,000 engineers in the 1953 issue. 
Weighs 41 Ibs. Rates are only $360 a page, to $60, 1/6 page. 


A The Institute of Radio Engineers 


Adv. Dept., 303 West 42nd Street, New York 36, N.Y. 
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and service classifications The 
largest amount in the “other” cate- 
gory was spent by the stone and 
19.9°; 


ufacturers listed 12.7% 


ceramics field Non-man- 
The aver- 
age amount expended on these un- 
specified items by industrial com- 
panies was 9.8% 

In order of importance, the NIAA 
survey reveals, the five principal 
sources of expenditure for industrial 
advertisers are: business publica- 
tions, product literature, consumer 
media, “other” items, and industrial 
shows and exhibits. The amounts 
of money involved in the budgets 
. listed 


. listed 


ranged from under $15,000 
by 8.9% to over $500,000 
by 7.8% 

The largest group of industrial 
companies reporting in the survey 

slightly over one-third 
between $100,000 and $500,000 in the 
programs. The 


spent 


1951 advertising 
majority in this group were com- 
panies grossing about $12,500,000 

Other important disclosures 

More than half of all respondents 
confessed they were not able to de- 
termine the effectiveness of their 
advertising. Paradoxically, 86° re- 
ported they had been using busi- 
ness publication advertising at least 
10 years 

The larger the company, the more 
inclined it was to determine its ad 
budget primarily on the basis of 
“the task to be done.” The smaller 
the company, the greater the tend- 
ency to fix budgets on a percent- 
age of gross sales from the pre ced- 
ing year 

The complete 


thousands of individual and ccm- 


report contains 
parative figures in a total of 28 sep- 
arate tables 

The survey was conducted, tab- 
ulated and printed as a chapter 
project of the Industrial Advertis- 
ing Association of Southern Cali- 
Chairman of the survey 


fornia 
committee was Howard R. Carlson, 
advertising manager, Marmon Prod- 
ucts, Los Angeles 

Copies of “A National Survey of 
Industrial Advertising Budgets, 
1952." may be obtained by address- 
ing your order to: National Indus- 
trial Advertisers Association. 1776 
Broadway, New York 19, N.Y 
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NIAA releases new book 

on advertising effectiveness 

® NEW YORK . A handbook of 
methods for evaluating the effec- 
tiveness of industrial advertising 
has been prepared by the advertis- 
ing effectiveness committee of the 
National Industrial Advertisers As- 


sociation 


Know-How . . 5 


As latior zht 


The book deals with appraising 
readership of advertisements and is 
the first of four projected sections. 

Free copies have been distributed 
to NIAA members. Additional cop- 
ies are available to members at 
$2.50 each . . $5 to non-members . . 
from the association’s headquarters: 
1776 Broadway, New York 19. 


ry, National Industrial Advertisers 
s handbook which deals with ar 
committee members (from left 
notion manager, American Hard 


Business Publications; Ange 





THE PURCHASING DIRECTORY 
Industrial Buyers Reach for 


.. but will a directory of such 

a convenient size give them the in- 

formation they seek? The answer is an em- 
phatic ... YEs! 

The question is often asked, “How is it 
possible for the CONOVER-MAST PURCHASING 
DrREcTORY to be equal in comprehensiveness 
toa much larger, thicker, heavier, poly-volume 
directory?” That question can be answered 
with FACTS—and here they are: 

1. C-MPD is wholly an INDUSTRIAL buying 
guide. Non-industrial listings are rigidly 
excluded! 


You can’t measure its value with a ruler 


2. C-MPD’s ingenious, modern indexing sys- 
tem is a real space saver. THERE IS NO 
DUPLICATION OF LISTINGS. A// the listings 

and al/ the advertisements of a given prod- 

uct appear in just one place—under the 


product’s primary name 


This spells greater convenience for the indus- 
trial buyer — greatereconomy fortheadvertiser. 

Take a look at the chart below. It proves 
that more industrial buyers (all with tested 
buying power) reach for the CONOVER-MAst 
PURCHASING DireEcTORY than for any other 
directory 


WRITE, WITHOUT OBLIGATION, TODAY—LEARN WHAT IT CAN DO FOR YOU 


Conover-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 1], ILL 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


Total Circulation 
25,011 CCA 
Dec. 1951 
19,943 ABC 
Dec. 1951 
18,354 CCA 
Dec. 1951 


CMPD 2,852 


THOMAS’ 
REGISTER aad 


MacRAE'S 13.811 
MANUFACTURING CIRCULATION fl ALL OTHER Bs 


CONSULT YOUR ADVERTISING AGENCY 
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liow good was Damascus steel * 





Stoppers. . 


Vanadium sales message 


attracts unusual 


Cover Story 


® vanapium Corp. of America 
wanted to do two things in its cam- 
paign in Busmmess Week and For- 
tune 

First, it wanted to sell its products 

ferro-alloys used in the manu 

facture of many types of  high- 
grade steels, alloys and chemicals 
Second, it wanted to impress on 
manufacturers of steel, on business 
men everywhere, and on consumers, 
two separate facts that most of 
the great advances in our technol- 
ogy were made possible by the de- 
velopment of alloy steels to meet 
special needs, and that Vanadium 
Corp. is a leading miner and proc- 
essor of chromium and vanadium, 
as well as a big producer of silicon, 
titanium and aluminum alloys 
which are keys to the improvement 
in the quality of steel 

The campaign led off with the ad 
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readership 


headlined “How Good was Damas- 
cus Steel?” How good an answet 
it was can be shown partly by its 
Starch readership ratings in Busi- 
ness Week In competition with 
four-color ads and two-page 
spreads, Vanadium’s ad was the fifth 
best read in an issue that carried 
a total of 83 advertisements. On 
a cost-ratio basis, Vanadium re- 
ceived $2.28 worth of advertising 
per dollar spent .. when you evalu- 
ate the ad in terms of average read- 
ership (per dollar spent by the ad- 
vertiser) of all other ads in the is- 
sue. 

The company realized that mere- 
ly attracting readers is not necessar- 
ily selling but the company also 
knew that the ad had a strong mes- 
sage aimed at achieving the objec- 
The high 


readership scores meant that the 


tives of the campaign. 


message was hitting home among 
large numbers of business men. 

What made the ad work that 
well? Advertising Manager Gladys 
Kyle of Vanadium said: 

“It was fine art work, plus an 
Steel has a 
long and romantic history, and 
Vanadium felt that it should cap- 
italize on that history. Our agency's 
research staff went to the past, to 
Damascus steel, world famous for 
Since 
a’ fine Damascus blade could com- 
mand a king’s ransom in the Middle 
decided to use a 


intriguing headline. 


centuries as the finest made. 


Ages, it was 
“white-space” format to display the 
sword as if it were a valuable jewel. 

“The sword illustrated came from 
an outstanding private collection of 
old weapons and is considered an 
of Damascene 
craftsmanship. To find an artist 


excellent example 
who could capture the craftsman- 
ship of this blade in his own work 
was no easy task, for the sword 
itself is a fine work of art. For- 
Brussel-Smith, 
one of America’s leading wood en- 


tunately Bernard 
gravers, was able to take the as- 
signment. The excellent taste and 
meticulous workmanship that has 
won him many prizes in exhibitions 
are readily visible in his fine ren- 
dering of the sword.” 

The agency is Hazard Advertis- 
ing Co., New York. 

The smaller illustrations at the 
bottom of the “Damascus Steel” 
serve to emphasize Vanadium’s po- 
sition in the fields of mining, smelt- 
ing and production of special alloys. 
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w PRIME MOVER 
of INVENTORIES 


Industry's “Workhorse” 
Invites Advertisers 
Into Its 60th Edition 


Next year, the 60th consecutive annual edition 








of MacRae’s Blue Book will again produce top- 

quality inquiries for the thousands of adver- 

tisers who will describe their products in this 

most-favored, most accessible of industrial di- 
rectories. Shouldn't you have the details 
of its pulling power? 


This handy address directory, at lefe, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 


been received with enthusiasm 


For single copy costs and M i Cc c A : 5 


advertising rates, write: 


MacRae’s Blue Book, 
18 East Huron St., } 
Chicago 11, Illinois. 


America’s Greatest Buying Guide 


x 


November 1952 /183 





Accent on Attention . . 8a 


Novel sales meetings, bonus 


spark jobbers’ salesmen 


By Robert T. Behrman 


The manufacturer offered a bonus to the 
jobber's salesman on every item sold . . in 
addition to his regular compensation from 
the jobber. To the 1 it ded 
good . . if his jobber-employer's objections 
could be overcome. They were. . 
successful distribution plan is on the move. 





and a 





® ouR SALES and distribution pro- 
gram at Theobald Industries is one 
that’s pretty far off the beaten track 
But the track we're on brings sales 
returns of several millions each year 
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and may contain some ideas and 
practices that others might profit- 
ably examine 

Our products are industrial and 
institutional cleaning compounds, 
sold as the “Mercury Line” of soaps 
and detergents. We have a variety 
of products for every type of clean- 
ing operation 

Here are the highlights of the 
program that departs from accus- 
tomed practice in several ways but 
proves its success in that important 


f industrial cleaning com 


weekend training sessi 


matter of sales volume: 

1. The products are sold 100% 
through coarse paper jobbers. We 
have no direct sales representatives. 
Territories of jobbers are carefully 
protected 

2. We undertake the training of 
the paper jobber’s salesmen our- 
selves. They are shown how to best 
sell our products through a unique, 





The Most Widely-Read 


Book in America: 


. .. AND HOW IT CAN HELP MAKE YOUR ADVERTISING MORE EFFECTIVE! 


CONSIDER FOR A MOMENT the book match as an 
advertising medium. It gets closer to and stays longer 
with the reader. It exposes the user to its sales story 
each time he lights a match — 20 or 30 times. Its 
message is read by almost 100%, remembered by better 
than 35%**. It has no competition from other ad- 
vertising or editorial matter for the reader’s full 
attention. It makes possible and practical the use of 
color in small space. It is extremely low in cost per- 


impression. 


AND, it is used or carried by 3 out of 4 of your 
customers and prospects** .. . a ready audience for an 
advertising message you know will be received, read 


and remembered! 


**Hooper-Holmes Survey 


NOW CONSIDER ALSO that The Diamond Match 
Company — the originator of book matches — has 
developed new advertising applications and techniques 
for the book match. For instance, some of the greatest 
names in industry are using Diamond packaged book 
matches in direct mail programs with remarkable re- 
sults. Others are using special packages to back up 
and extend sales calls. Still others are using book 
matches in highly successful dealer co-operative pro- 
grams, in special promotions, etc. 


AND, each of these programs gets away from the 
old idea of the book match being purely a mass medium. 
Each represents highly selective advertising, aimed to 
reach one specific objective. 


*Over 10 Billion Produced Last Year 


AFTER DUE CONSIDERATION, don’t you agree that 
you should investigate this outstanding advertising 
medium? Let us send you a book match package, for 
example, to show you how effective it is in direct-mail 
use. We'll send along other enlightening information, 
too. No obligation, of course. Just ask your secretary 
to fill in, clip and mail the coupon! 


THE DIAMOND MATCH COMPANY 
BOOK MATCH ADVERTISING DEPARTMENT 
SPRINGFIELD, MASSACHUSETTS 





THE DIAMOND MATCH COMPANY 
Book Match Advertising Department 

125 Paridon Street 

Springfield, Mass. 


Gentlemen: Yes, I'd like to know more about the 
new applications of book match advertising and 
Diamond-planned programs. 
NAME 

COMPANY 

STREET 

CITY STATE 


POSITION 
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all-expense-paid weekend training 
program 

3. We recruit likely distributors 
to handle our line through a six- 
page, single-spaced typewritten let- 
ter which spells out our program 
and invites jobber salesmen to at- 
weekend 


tend our next training 


program. The letter has had a 
phenomenal response of 75 or 85°, 
acceptance 

4. Through the savings we effect 
by not having a direct selling force, 
we pay an “over-and-above” bonus 
directly to the jobber salesman ev- 
ery time he sells a Mercury prod- 
uct. The bonus is in addition to 
whatever compensation he gets from 
his jobber employer. The bonus 
is paid to salesmen by Theobald 
through the jobber 

Jobbers objected to the bonus for 
reasons that I will explain later, but 
the objections were overcome. The 
bonus now is a permanent arrange- 
ment. It is pure gravy for jobber 
salesmen, gives them an additional 
incentive to push our products and 
holds their interest generally 

The program began 12 years ago 
when Theobald, which has been a 
manufacturer of basic cleaning in- 
gredients since 1889, decided to de- 
velop and market a line of industrial 
and _ institutional cleaning com- 
pounds 

The decision to sell 100°/ through 
distributors instead of by a direct 
sales force was made at the begin- 
ning of the program. There was a 
shortage of manpower just before 
World War II, and there is a tra- 
ditionally large turnover of sales 
personnel in this field. <A direct 
selling force would also mean a big 
outlay in time, training and money, 
with a relatively slow return 

Sizing up these facts, here are 
the thoughts that ran through my 
mind Why couldn't distributors, 
if they were trained, handle the line 
intelligently? If they were reason- 
ably competent, they would not re- 
quire an extensive chemical train- 
ing . . since the product and its ap- 
plication were not too technical. We 
needed salesmen primarily . . not 
technicians. Distributors’ salesmen 


filled the bill . 


a sales force of our own. 


at lower cost than 


The type of distributor we wanted, 
naturally, was the organization that 
successfully 


was already dealing 
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with the industrial and institutional 
people who were our prospective 
customers Investigation showed 
that coarse paper jobbers across the 
country were performing this func- 
tion daily and already possessed the 
contacts which 


valuable working 


would take time to acquire. 


Low Cost .. Thus selling through 
jobbers gave us these major ad- 
vantages: jobbers had ready-made 
contacts with the prospective cus- 
tomers we wanted to reach, sales 
costs were lower, exclusive distribu- 
tion through jobbers kept their 
good will and encouraged them to 
push our products . . and we main- 
tained reasonable control over job- 
ber salesmen through our unusual 
bonus system and our training pro- 
gram. The training program was 
expensive to set up, but after the 
initial investment, it has proved less 
costly than a company sales staff. 
We interested one of the largest 
paper distributors in our plan and 
at first I worked with individual 
distributor salesmen, holding meet- 
ings at intervals. This proved both 
personally wearing and time con- 
suming. It became clear that more 
men could be trained in less time 
by conducting larger schooling ses- 
sions, so we set up such a plan. 
After we schedule a date for such 
a school, we employ direct mail in 
convincing top jobbers that they 
have much to gain by joining our 
program through the initial step of 
sending their salesmen to our ses- 
sions. Our letter is necessarily 
lengthy because we want them to 
have the full story. We follow up 
the mailing with a second letter and 
telegrams if necessary, and have ob- 
tained a rewarding rate of response. 
With travel, hotel and all other 
us, the jobber 
usually more than 100 
. assemble for the con- 
There is 


plenty of ground to cover in the 


expenses paid by 
salesmen 

at a session . 
centrated instruction. 
story of our products, their selling 
and servicing, so I address them 
steadily over a nine-hour stretch 
(with an hour out for lunch) on 
The subject 
matter, it is stressed, is going to 


each of the two days. 


represent real financial gain for 
them, so we have their attention. 
I'm fortunate also in having had 
an extensive stage background, so 


I watch my audience carefully, al- 
tering the pace (which is generally 
pretty fast) to hold interest. 

Our policy of bonuses for sales- 
men on each order of our products 
is an essential of the over-all plan 
and is fully covered in the sessions. 
This point in our program met some 
resistance from jobbers at first, their 
concern being that their men would 
concentrate on selling cleaning com- 
pounds and let the paper sales slip. 

I explained that the plan lost all 
its value if this happened, because 
the aim was to increase sales vol- 
ume, not replace one sale with an- 
other. Our argument was that this 
new line would give their jobber 
salesmen a valuable account opener, 
since cleaning compound customers 
are usually willing to try promising- 
looking products. Experience soon 
proved the point that a $200 paper 
customer could be turned into a 
$500 paper and cleaning compound 
customer while a jobber’s overhead 
remained the same and his profits 
increased. 

Our bonus plan, the first of its 
kind in the distribution field, is in 
no way a temporary arrangement 
It has been and will be perpetuated 
so that the salesman realizes that 
he has an annuity for his efforts. 
To protect the distributor, we send 
the commission checks for his sales- 
men through his office. 

Our system works through sales- 
men’s inside order books. Signed 
by the salesman, this book gives 
the customer’s name and address, 
items purchased, and date. This 
inside order book is never seen by 
the customer. A carbon can be 
used by the distributor to maintain 
a perpetual inventory wherein he 
fills orders from his stocks and is 
sent replacements by us at once. 
We keep all customer information 
confidential, and since we don't sell 
direct the distributor’s interests are 
not endangered. 

We also use the inside order slips 
to keep a card index on each in- 
This helps to 
prevent the overlooking of all-im- 
portant repeat orders. I have al- 
ways sought to impress upon sales- 


dividual customer. 


men the necessity of keeping card 
indexes on all their accounts. Re- 
peat orders represent a vast reser- 
voir of sales potential that is often 
not fully tapped by salesmen. 








the ¢ 


“Get the bugs out,” is his theme song. 
“Improve quality, push the price down, 
try new processes, check new equipment 
and materials” . . . that will give you an 
idea how the chorus goes. 

This is the chemical engineer's job, 
his whole working life. This is the moti- 
vating force behind the fantastic growth 
of the Chemical Process Industries, mul- 
tiplied 5 times in the past dozen years 
to make the field America’s fastest-mov- 
ing market. This is CPI history repeated 


again and again... in the development 


emtcal engineer 1s bugs 


of plastics and cold rubber, synthetics 
and petrochemicals, cortisone and the 
miracle drugs... 

This is the driving power that is creat- 
ing new process plants all over the coun- 
try today ... the dynamic spending that 
will put $39 billion into new building, 
equipment and materials before the year 
is done, outdistancing any division of in- 
dustry in its future growth investment. 
This is the Chemical Process Market . . . 
building, spending, ever-growing .. . a 


market welded together in large measure 


about bugs 


by the vision and production sense of the 
chemical engineer. 

If you’re looking for the best way to 
put your product in his plant, find out 
CHEMICAL ENGINEERING, 


more about 


the magazine that’s been his business 
partner for 50 years. Ask your agency why 
it’s read by more engineering-plant oper 
ating men, used by more advertisers than 
any other production paper in the field. 
Chemical Engineering (ABC * ABP) 
A McGraw-Hill Publication, 330 West 


42nd St., New York 36, N. Y. 














ee ee ee ee eg ee ee eer ae 
Dept. R6-51, Elastic Stop Nut Corporation of America 
2330 Vauxhall Road, Union, New Jersey 


Please send me the following free information 
on ESNA self-locking fasteners: 


[7] Rollpin bulletin and sample Rollpins [) AN-ESNA conversion chart 
() Elastic Stop Nut Bulletin [) Here is a drawing of our product. 

What fastener do you recommend? 
Name_ _Title 
Firm 


Street 


City a ee eet 


alia eeitcAiaeh aa lellatiinaenisinni daniel tik eaonbimmaiian tesa 


N 


Strong Pall . . Coupon in business paper ads of Elastic Stop Nut C rp. asks customer to 


send product sketch and company will rec ener. Each ad pulls 200-300 inquiries. 


supply batch of sketches, product applications that have expanded the market 


nqulrnes 


Sketch-the-product coupon offer 


finds new product applications 


By Charles Downes 


publications. It also does a great 
deal of product publicity. 

Both the advertising and the pub- 
licity are handled by its agency, G. 
M. Basford Co. Bruce Linck, sales 
promotion manager of the company, 
supervises both advertising and 
promotion and works closely with 
the sales department. 

Elastic Stop Nut Corp. introduced 
its Rollpin with advertisements in 


® BECAUSE 80°, 
is used by manufacturers of air- 
Elastic Stop Nut Corp. of 
America, Union, N. J., 
been affected by the ups and downs 
of aircraft production schedules 


of its production 


planes, 
has always 


Two years ago the company set 
up a program of product line diver- 
sification. It introduced a new 
Rollpin. The Rollpin is 


a slotted and chamfered cylindrical 


product 


about 20 industrial publications in 
the fall of 1950. Then it instituted 
a series of application-type ads to 
show how the Rollpin can be used 


spring pin, heat-treated to achieve 
optimum toughness and resiliency 
It is formed to a controlled diameter 
zreater than the hole into which it 
is pressed. It compresses as it is on a variety of fastening jobs to 
save assembly time. 

The problem was to locate appli- 
This was solved by having 
the salesmen report uses and appli- 
cations on their daily call reports. 
From these call reports data was 
assembled and used (1) for adver- 
tising copy, (2) for publicity and 
sales kit material for the 


driven into a hole and exerts con- 
.imuous spring pressure against the 
sides of the hole, locking itself in 
place. But it is readily removable 


cations. 


with a drift or pin punch, and is 
re-usable 

The company sells its products 
directly to users by means of its 
own sales force. To back up its (3) for 
men, it uses advertising extensively sales force. 


in various business and _ technical The company is currently using 




















six ads a year on its Rollpin stress- 
ing the product’s adaptability for 
fastening jobs. The remainder of 
the year it uses the space in the 
20-odd papers in which it adver- 
tises to promote its elastic stop nuts. 

The schedule includes American 
Machinist, Aviation Week, Automo- 
tive Industries, Business Week, 
Canadian Aviation, Canadian In- 
dustrial Equipment News, Design 
News, Electronics, Machine Design- 
er, Metal Working, Mill & Factory, 
News Equipment Digest, Ordnance 
Pocket List of Railroad Officials, 
Product Design & Development, 
Product Engineering, Product En- 
gineering & Management, Purchas- 
ing, Purchasing News and Railway 
Mechanical & Electrical Engineer- 
ing. 

In addition, 
lege magazines are used, some twice 
a year, others eight to ten times, 
depending on the number of issues 
published. 

All of the ads have coupons. 
These offer: (1) a Rollpin bulletin 
and sample Rollpins, (2) a speci- 
fication conversion chart and (3) 
a general Elastic Stop Nut bulletin 
They also have a place to be checked 
“Here is a drawing of 

What fastener do you 


32 engineering col- 


which says 
our product. 
recommend?” 

The coupons pull between 200 and 
300 inquiries whenever they appear. 
They have also been helpful in de- 
veloping many new uses for Roll- 





ARE YOU 
PRIMED 
FOR SELLING 
IN 1953? 


If you’re like most sales executives we know, you've got a hatful of selling projects on the fire for 1953. 
And here’s a selling step you can take that will put your story before America’s leading business and 


industrial audience... your advertising in 


THE NEW YORK TIMES 
REVIEW AND FORECAST OF 
U. S. BUSINESS, INDUSTRY & FINANCE 
MONDAY, JANUARY 5, 1953 


This important section will be published with the regular issue of The New York Times on January 5. 
It will contain the essential information business and industrial buyers need to make buying decisions. 
Only The New York Times—with the largest staff of newsgathering experts of any publication—could 
give its readers such comprehensive coverage of vital business facts, trade conditions and trends. 

This section will be closely read and kept by the men who influence buying decisions for business and 
industry. Your advertising in The New York Times annual review issue will give your whole 1953 adver- 
tising effort extra impact and importance. 

We would like to tell you more about this section, what it can do for your sales, nationally, in 1953. Call 
or write any one of our offices—now. Ask them to show you the 20-page booklet that gives the complete 
story of this business-building advertising opportunity. 


Che New Hork Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
FOR 33 YEARS FIRST IN ADVERTISING IN THE WORLD’S FIRST MARKET 
New York: 229 West 43rd St. * Boston: 140 Federal St. * Chicago: 333 N. Michigan Ave. 
Detroit: Sawyer-Ferguson-Walker Co., Guardian Building 


Los Angeles: Sawyer-Ferguson-Walker Co., 612 South Flower Street 
San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 
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pins, which are now used on an in- 
finite number of products, from 
spectacles to truck doors. 

Whenever new applications are 
developed, photos with captions are 
sent to editors of industrial papers. 
Also special design stories are writ- 
ten and sent out to editors and are 
used in the company’s bulletin 
which goes to engineers 

Then the material is assembled 
in appropriate form to be inserted 
as a leaf in salesmen’s “war-kits.” 

The company declines to give 
sales figures, but agrees that Roll- 
pins have become an important po- 
tential in the company’s growing 
business, and a major step in its 


diversification program 


Albert Finlay, chairman, 
George Ellis Co., dies at 86 
Albert Finlay, 86, 
chairman of the board, George H. 
Ellis Co., 
American Type Founders, Elizabeth, 
N.J., died at his home, 114 Beacon 
St., Boston, Sept. 14. Death was 
caused by a cerebral hemorrhage 


8 BOSTON 


Boston, and a director of 


Mr. Finlay’s connection with the 
printing business dated from 1882 
when he became associated with 
George H. Ellis and in 1918 sole 
proprietor. He was president of 
ATF from 1914 to 1916, and presi- 
dent of the Boston Typothetae from 
1913 to 1937 


Awards for annual reports 
won by 18 Canadian companies 


® roronto . . The Financial Post 
has presented awards to 18 indus- 
trial and other types of Canadian 
companies for outstanding annual 
reports 

Top winners in each of six award 
categories are Massey-Harris Co., 
Abitibi Pulp & Paper Co., 
Stores Ltd., Asbestos Corp., Nova 
Scotia Light & Power Co. and the 
Bank of Nova Scotia 

The awards are intended “to fos- 


Dominion 


ter good reporting of business stew- 
ardship to shareholders, employes 
and the community as a_ whole.” 
The six categories are 

Metal and metal products manu- 
facturing and processing, manufac- 
turing and processing of all other 
products, retailing and distributing, 
mining and oil production, public 
utilities, and financial institutions 
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Ansul uses sound, films at meeting 





start in the field, has about 75 or 
80°, of its total sales . . more than 
all competitors combined. Ansul 
sales run about $10,000,000 or $12,- 
000,000 a year. The company en- 
tered the field in 1939 by acquiring 
exclusive patents that expired in 
1948 

Company personnel at the dis- 
tributor meeting included several 
men who in most companies would 
be considered far removed from the 
sales department and its problems. 
This reflects a company policy of 
executive group management 
about which the company appears 
enthusiastic and proud. The policy 
brings personnel from widely diver- 
gent departments to decide policy 
and solve problems that in most 
companies would land in the lap of 
one executive or one department. 

Among those at the distributors 
meeting was Treasurer S. R. Holm- 
quist, who told IM that he was there 
to “learn ali that he could” about 
current sales problems and how to 
solve them. Others on hand _ in- 
cluded two workmen (not foremen) 


from the production plant. Ansul 
has initiated a regular policy of 
having two different workmen at- 
tend every sales meeting, so they 
can go back to the plant later and 
tell fellow workers about it in- 
formally. 

This is a means of helping em- 
ployes become more familiar with 
the company’s sales, advertising and 
distribution problems and thereby 
to win their understanding and in- 
creased loyalty. 

The management team that push- 
es these unusual policies includes 
Chairman of the Board H. V. Higley, 
35-year-old President Robert C. 
Hood, Sales Vice-President H. C. 
McKesson and Manufacturing Vice- 
President A. C. Pope. 


The promotion team ixcludes H. 
C. Higley, director of customer re- 
lations; Jack R. West, advertising 
manager; Jack Leggett, market re- 
search manager, and Dick Baker, 
director of publicity. Kenyon & 
Eckhardt, New York, is the com- 
pany’s publicity agency. 


ANNUAL REPORT 
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" vent OF COMMON STORES UimeiTED 


e 


Greatest Sales Increase in History 
Peminian Storrs Volar Ip 34.517 
te 599-TBILO Net the barred 


Six Winners .. A 





Explain company policies... 


Ow... P. 


Step up production efficiency... 


The Kodascope Pageant Sound Projector 


screens your story 


The 16mm. Kodascope Pageant Sound Projector gives new significance 
to film showings. A unique audio system and “sound-focusing” control as- 
sure faithful sound reproduction and superb tone at all volume levels. Extra 
sound flexibility is provided by the new Kodak Multi-Speaker Unit with its 
three extra speakers, overcoming poor acoustical conditions or providing 
distributed volume without distortion in large halls. For silent films a micro- 
phone can be attached for narration, or records used for background music. 

You can’t beat the Pageant for easy operation, either. Simple, guided 
threading and conveniently placed controls enable the beginner to become 
proficient in a short time. 

Light and compact, yet durably constructed and permanently lubricated, 
the Pageant is a projector you can depend upon. Complete with speaker, 
$400; Multi-Speaker Unit assembles into compact matching case with room 
for 2,000-foot film reel. Price, $92.50. Ask for a demonstration from your 
nearby Kodak Audio-Visual Dealer—or write for free booklet. 


: - < 7 EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
Prices are subject to change without notice. 





Pe spiel IS 


Entertain with free-time movies ... 


No need fo oil the Pageant! 


The Pageant is the only 16mm. small 
projector that is permanently lubri- 
cated, thus reducing maintenance to 
a minimum. Overoiling can and 
does cause electrical failures, dam- 
ages film, requires more frequent 
cleaning, and moving parts wear 
out quickly because of underoiling. 
No problem, here, with the Pageant 
—the projector that’s designed to 
deliver year, after year, after year! 


Please send me: () your booklet, ‘‘The Kodascope Pageant Sound Projector’’; 


(C complete information on the new Kodak Multi-Speaker Unit. 
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BUSINESS FILMS — 


COMPANY 





--- demonstrate, train, 
STREET 





dramatize, sell 





(ZONE) 





volume 
papers 


iP 


(in pages) over 1951 
1952 page change 


advertising 


in business 





October voluine 6.6, 
% change 





6 


488 


Grand total 36,258 34,008 


Year-to-date volume 9.9°; (in pages) over 1951 


1952 1951 % change 


page change 





34 { 
4 4 


Grand total 336,058 305,739 
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October volume gains 6.6%; 
but yearly figures up 9.9% 


® ADVERTISING VOLUME for 265 busi- 
ness papers reporting to INDUSTRIAL 
MARKETING increased 6.6°% in Octo- 
ber over that month in 1951 .. a 
gain of 2,282 pages . . for a total of 
36,258 pages for the five groups. 

The year-to-date gain of 9.9°% is 
an increase of 30,319 pages . . or 
336,058 pages in 1952 compared to 
305,739 pages in 1951. 

The 161 industrial papers gained 
6.6°, in October, or 1,417 pages. 
Cumulative gains . . 12.1°% or 23,- 
021 pages. The seven product news 
papers, (based on one-ninth page 
units) rose 9.5°% in October, or 263 
units . . 12.9°% for the year, or 3,080 
units. 

The 56 trade publications were up 
8.4°% or 251 pages in October 
with a 44° or 2,618 page yearly 
increase. The 24 class papers gained 
65 pages in October, 2.6% . . with 
a 4.8°% or 1,042 page increase for the 

The 17 export papers lost 
or 16 pages in October, gained 
or 558 pages for the year 


October pages 
1952 


Pages to date 
1951 1952 1951 





October pages Pages to date 
51 1 








er ateel Processing 


"— 


Clear the way for your salesmen by letting 
STEEL PROCESSING “open the door’ to the 
officials and operating personnel of forging, 
pressworking, welding and heat treating 
operations. 

STEEL PROCESSING can do the job quickly 
and thoroughly for you. No other business paper 
in the field offers more economic and complete 
coverage of the important buying factors in this 
enormous ‘market. 

STEEL PROCESSING circulation is carefully 
audited (CCA). The result—you can be sure the 
7500 copies distributed monthly reach key 
plant executives, managers, production man- 
agers, general and department superintendents, 


OPEN. THE 200; 


| for your 


' salesmen 


to the men who 


influence buying 


in the steel 
Processing industry 


foremen, metallurgists and purchasing agents. 

STEEL PROCESSING is presented in shop 
language and written exclusively for the proc- 
essor of steel. 

STEEL PROCESSING is the sure way to “open 
the door” for your salesmen—with well-directed 
advertising. 

Use it regularly! 


Steel Processing 


Published by 


STEEL PUBLICATIONS, INCORPORATED 
4 Smithfield Street ¢ Pittsburgh, Pa. 
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Does this look like a hydraulic press to you? 





With Verson the Unusual is Commonplace 


THE business of our client, Verson Allsteel Press Co., és ‘‘different’’. 
Many of the stamping presses they build are unusual. Some are 
standard. Some, like the hydraulic press illustrated above, even 
defeat the imagination by looking like something other than 
a press. 

With Russell T. Gray, Inc., the handling of the unusual is common- 
place. Many of our accounts are businesses that are ‘‘different’”’. 


The advertising of products like these requires thorough famili- 
arity with industrial processes and industrial buying practices 
that comes only from /iving with industry and becoming a part 
of the client’s selling organization. It requires knowing what to 
say, whom to say it to and where to reach them even more than 
for the sale of most industrial products. 


Since 1939, this is the job we have done for Verson. We have 
lived with Verson .. . we have grown with Verson! We have 
played an important part in the growth of Verson Allsteel Press 
Company from a small concern to a major factor in the press 
industry. 





If you manufacture a product for industry, we think our experience 
and our specialized knowledge of industrial selling may help 
increase the effectiveness of your advertising. May we have the 
opportunity to discuss it with you. 


RUSSELL T. GRAY, INC. 
(ay 


205 West Wacker Drive, Chicago 6, Illinois 


Telephone CEntral 6-7750 
@ 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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[oe 


with customers 
and prospects throughout 
Latin America’s enofmous 


Textile industry: - - 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


iN 


Here, in 

clear, simple 

idiomatic 

Spanish .. . 
is given month-by-month re 
ports of textile technological 
Here the leading 
machinery, dyestuffs and tex- 
tile chemical exporters present 
their lines and, during times of 
material shortages, insure that 
the fame of their organization 
is kept alive. 
More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX- 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it. 
For complete details about this 
journal 


progress. 


productive business 


write: 


yo 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 


L SS 
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Advertising Volume 





Textile Industries . . has 


Liquor Store & Dispenser. . effc 


Poultry Supply Dealer . . ha 


Consuelo Houseworth Kuhn . . forr 
Merck & C has I 

Hayden T New 
hemical advertising 
Carl A. Zehner . . formerly with “Amer 
ican Builder,’ C een appointed 
stern represer ve of lectrical South 
W.R.C. 
Mr. Zehner's offices 


1 Building Supplies, 
igan Ave., Chicago. 


Frederick C. McCormack, Jr. . . has joined 
the public relations staff of Geare-Marston 
f Philadelphia and New York. Mr. 
vormack was formerly with Elser & 

an, New York, as chief of radio and 





Koppers doubles its advertising budget 


4. To lend aggressive support to 


distributor sales efforts. 


s. To 


quiries for 


produce worthwhile in- 


industrial distributor 


follow-up 


Business Publications . . In the 
previous year, advertising in busi- 
ness publications had been limited 
to 18 single-page, black-and-white 
insertions divided equally between 
Mill & Factory, Plant Engineering 
and Wastes Engineering. For the 
new campaign it was decided to 
instead of 


use five publications 


three, and to increase the number 


of insertions from 18 to 42. Factory 
Management & Maintenance and 
Iron Age were added to the list. 

The choice was made on this ba- 
sis: Koppers wanted to reach men 
at the operating level in the metal- 
working, processing (food, bever- 
ages, chemicals), textiles, wood and 
paper industries. Sewage disposal 
plants are also volume buyers of 
cold coatings, and in this sphere the 
company aimed its messages at the 
group of engineers and municipal 
officials in direct charge of the plan- 
ning, construction, equipping and 
operation of wastes disposal facil- 
ities throughout the country. 


Aids to 2 
Product Selling Pm 





TO SERVE YOU BETTER... 


The ads were principally case 
history type appeals, headed . . 
“Large steel plant protected against Cle cashed, \NESTERN UNION to 
corrosion” . . “After making com- 
petitive tests this company selected 
Koppers protective coatings” . . and 
“Here’s a tough proving ground for “ 
protective coatings.” Most of the Z : 
ads offered product literature : 
through coupons. 


“on 
In addition to the business pub- 2 WE STE RN —iisa 
lication ads, the company ran four UNI ON | 


full-page, four-color ads in Time 

and Newsweek devoted to protec- W. ». MARSHALL. Pree 

tive coatings, as part of Koppers’ 

general campaign promoting other @® 4,153 Wester 
the country c 

@ Western Union verified company 


Ss telephone. : 
Direct Mail . . Reprints of the in- * eet pn aeaetes name of individual 


dustrial and general advertisements ; ; . 

formed the backbone of a direct | e oan sh of plant employees. ~ 
mail campaign aimed at the actual and @ Determined locations of other woodworking 
customers and prospects of the com- here’s plants operated by company a if 
pany’s industrial distributors. By ® Obtained name of plant superintenden 
planning to reach this particular | what we neither name or title was shown on our 
group, the company sought to carry | card. re 

the sales alana Fa into the | learned @® Each card was pitta a Western 
markets already covered by pub- Union operator with signa . 


lication advertising, influence those | 
men who were being contacted reg- ne i 
ularly by distributor representa- | 
tives, produce additional sales leads 


THe imDUSTONS 
Me | PUBLICATION 





n Union offices throughout 


alled 17,619 executives. 
name and 





products and services. 





Get the Complete As an advertiser ... you can be sure of the readers of WOOD 
oe A Pt aye | Story WORKING DIGEST. You can be sure they WANT this publica. 

by providing inquiries for distribu- on how Western tion — with its powerful reader interest already proven by many 
tor follow-up and demonstrate to | WORKING. DIGEST independent readership surveys. Now more than 95% personal 
the dstibutors that every possible | Grats ft Set ove mez ol Hama! roe © aoe meso 
effort was being made to create a ae WOOD WORKING DIGEST now reaches more plants — more 
business for them. Send coupon be- new plants, offers deeper penetration of buying influences. Mod- 
By personal contact and by letter, low for descrip- ern format in pocket-size — easy to read and use. Carries more 

P . | tive folder pages of advertising than the next 4 p c 








distributors were asked to supply 
Koppers with “hand-picked” pros- 
pects for Bitumastic Coatings. At | 
the outset, many distributors were Just Published 
reluctant to release the names of | 
their customers and prospective Shgeee Ginn Ge Mesed co teen 
customers. Objections they raised Outline 
were overcome by assuring them Latest market figures, government statistics 
that lists would be used only by the and publication data. Helps you determine 
the sales potentials for your products in 
company to promote the sale of pro- the huge woodworking industry. Mail cou- 
‘ " ¥ A pon below for your copy of this Data File. 
tective coatings, and that all in- 
quiries from the mailings would be 
relayed by Koppers back to the dis- 
tributor who originally furnished 
the names. 
This placed great importance on WOOD WORKING 
the reliability of the inquiry-han- 


e Name 

dling system set up by the adver- | . 

tising and sales departments. Mail- | | BS als 
EEA] 


ings were begun to a list of screened ein 


prospects, in the end totalling 12,000 
names. A HITCHCOCK PUBLICATION 


Accompanying the ad reprints se- | Wheston, Illinois 
lected for direct mail use were a 


personalized iter anda reply pos QWOXO) MYLO). 1a CMe) sa 


November 1952 /167 


oe 

















HOLY SMOKE 
DAISY... 
\ | / LooK! 











In one short year America’s 24 mil- 


lion cows produce enough milk to 


form a river 3 feet deep and 40 feet 
wide, extending from Sen Francisco 


to New York Some 120 Billion 


pounds of milk. 


THE MARKET— 


enormous 
YOUR share 
pended annually 


Owners igh the dustry 
avidly ca eact s MILK PLANT 
MONTHLY ¢ ts uf the-minute news 
Timely article t s 

patents and better 

Thousands 

abstracts bea 

MONTHLY 

ise by the head men ot m cessing 
justry since 191 


NO WASTED CIRCULATION— 


Sold — strictly merits MILK PLANI 
MONTHLY never f remiums, con 
binations of the adi f sut 

with smpr et 
stead < 
worthwhil segment 
justry and is A.B.C. a 
Your advertising 
the buying power 
f this tact is the 
Truly 


message reaches the 

t this huge market o 

71.22% of Paid renewal sut 

scriptions MILK PLANT MONTHLY 

s your Open Gateway to success! y x ge the 

Milk Processing Indust ats the west actua 
st 


Write today for detailed A.B. Int 


A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 


4 
? 


— . 


HO} 
COFFEE 


10° 








card. Six mailings were prepared 
and scheduled for release at five- 


week intervals Sample opening 


lines: “If corrosion is costing you 


profit dollars” “In your position, 
. “When 
you have a tough corrosion prob- 
With the fifth and sixth letter 
the reply card was altered from one 
that offered product literature and 


you know that corrosion” . 


lem.” 


the name of the nearest distributor, 
to one that read: “My special cor- 
rosion problem concerns the pro- 
of (dotted 


send me correct coating specifica- 


tection line). Please 
tions.” 

Each time a mailing was made, 
distributors were notified and given 
copies of the release with the fol- 
lowing line imprinted at the bottom 
of the letter: 
another 


“This is a sample of 
mail being 
this 


direct release 


. 
received by your customers 
week.” 


To handle 


devised to 


inquiries, a form was 


include five duplicate 


the distributor, 
two for the district sales office, one 


copies two for 
for management and one for the file. 
In the case of reply cards from 
direct mail, the name was checked 
the file to determine who 
distributor that had fur- 
nished the inquirer’s name. A per- 
sonalized letter and product folders 
forwarded to the inquirer, 
telling him he could buy Bitumastic 
protective coatings from the distrib- 
utor who furnished the name. A 
copy of the letter, made to look like 
a carbon by special multigraphing, 
was attached to the inquiry forms 
which went to the distributor. 


against 
was the 


were 


An advertising or publicity in- 
quiry would first be transferred to 
the inquiry form and the form sent 
to the district office. The district 
office would then decide which dis- 
tributor should receive the inquiry, 
and forward two copies of the form 
to him. At the same time, a letter 
and product folders went forward 





to the inquirer. 


Product Literature . . In prepara- 
tion for the program, case history 
information and pictures of applica- 
tions of each of the company’s six 
coatings were assembled. Using this 
material, one four-page folder for 
each coating was prepared. Com- 
plementing these folders, two other 
pieces of literature were printed: 
the Visual Index, a four-page folder 
which specified the coating for a 
particular application, and the Ap- 
plication Manual, a 12-page book- 
let which covered instructions for 
preparing surfaces and applying the 
coatings. 

More than 430,000 folders were 
ordered and imprinted for distrib- 
utor use. In addition, ad reprints 
were imprinted with distributors’ 
names and addresses. The com- 
pany sent 50,000 copies of its exter- 
nal publication, “Bitumastic Bulle- 
tin,’ each month to all direct mail 
lists, and to other customers and 
prospects whose names were sub- 
mitted by the company’s field men. 
This four-page publication featured 
case history applications and sug- 
gested methods for protecting dif- 
ferent surfaces. 


New Distributors . . The success 
or failure of Koppers’ plan to in- 
crease sales rested to a great extent 
on the results of its efforts to ob- 
tain proper and adequate distribu- 


tion. At the start of the program, | 


coverage afforded by distributor 
outlets was spotty. In many in- 
stances, distributors were, for all 
practical purposes, inactive in pro- 
tective coating sales. 


obtain adequate industrial distribu- 
tion was immediately apparent. 
Each of the six regional district 
sales offices was given (1) the serv- 
ices of a corrosion engineer to work 
with distributors in obtaining new 
business, (2) numerous sales aids 
to assist them in selecting and sign- 
ing up new distributor outlets and 
(3) assistance from the central of- 
fice in the form of training schools 
for distributor personnel and pro- 
motion shows for distributor cus- 
tomers. 

Included among the sales aids 
furnished to Koppers sales repre- 
sentatives calling on _ prospective 


a a i an ee uit 


I see an 


export market 


in your future”’ 





THE FORTUNE TELLER IS REVEALING what many far- 


| sighted manufacturers already know. Domestic lines 


are slackening and management is wisely going after 
export business to bolster falling backlogs. 


Prospect for 1952 export sales? . . . a big $15 billion. 
Exporters now readying increased advertising drives to 


get their share of this tremendous market are turning 


| to McGraw-Hill International. Most of them know 
The need for an all-out effort to | 


from experience that the most direct, effective and 


| economical way to reach the eyes of the men who 


make the buying decisions abroad is through McGraw- 
Hill International magazines and services. 


Your nearest McGraw-Hill International representative 
will be glad to discuss your export plans with you. Call 
him today; or write the McGraw-Hill International 


| Corp., 330 West 42nd Street, New York City. 


MeGraw-Hill International 


Business and Technical Magazines and Books for Overseas Circulation 
Offices in all principal cities of the world 
McGraw-Hill Digest © The American Automobile (Overseas Edition) © El 
Automovil Americano ¢ Pharmacy International © El Farmaceutico ¢ Ingenieria 
Internacional Industria © Ingenieria Internacional Construecion © MeGraw-Hill 
American Letter © The Machinist (London) ¢ Annual Buyers Guides for 
Automotive Products, Industrial Machinery and Construction Equipment ¢ 
Overseas Business Services Sook Export Division . World News 


HEADQUARTERS FOR WORLDWIDE BUSINESS INFORMATION 





McGraw-Hill 
International 
Publications 
Give You 


@ ABC Andited Circa- 
lation... you know who 
is reading your sales 
message and where they 
are located in your ex- 
port market. 


@ World-Wide Coverage 
. in every part of the 
globe there are Mc- 
Graw-Hill International 
offices or representa- 
tives serving our pub- 
lications, our markets 
and our advertisers. 


© Extra Export Services 
... market research, help 
in lining up overseas 
sales representatives, 
translations, merchandis- 
ing, counselling, etc. 
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There’s a 


big difference 


between a 


~)mechanical man 


i and the 
| Mechanical 


Engineer. 


Some advertisers think of markets in terms of robots—not 
flesh-and-blood men—just figures. 


What's back of a statistic? A body, a brain, education, ex- 
perience, judgment, the confidence of associates, authority 
to select, specify and buy—all of these may be behind a 


circulation figure. 


Weigh what is in the mind of a reader and you will know 
whether he is receptive, indifferent or resistant. If his pro- 
fession is engineering you may be sure that he reads with 
high receptivity advertising claims that are technically sound. 
When the reader is also co-publisher he is looking at his 
own offspring and you can depend upon it... be is no robot. 


Mechanical Engineering has 35,000 mechanical engineer 
subscribers, 7/8ths of whom are co-publishers. And to prove 
their interest, the other eighth pays double for not belonging 
to ASME-—$7.00 instead of $3.50. 


Mechanical Engineering offers by far the largest audience 
of engineers engaged in the mechanical industries. In industry 
after industry ME reaches more engineers than any other 
publication. And there isn’t a single meaningless statistic 
among them. Ask your ME representative to show you the 
printed roster of ASME membership in which every member- 
reader is identified by firm and title. 


MECHANICAL 
ENGINEERING 


A publication of 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 
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distributors was a_ promotional 
packet which explained the com- 
plete selling plan behind the promo- 
tien of the company’s protective 
coatings. If a distributor qualified 
and agreed to handle the coatings, 
he was given a helping hand by an 
announcement letter mailed to all 
his customers and prospects. Also, 
representatives of both new and old 
distributors were supplied with a 
leather sales portfolio. 

Week-long training schools were 
conducted in New York, Chicago, 
Birmingham and Los’ Angeles. 
There, distributor salesmen heard 
facts about corrosion and how best 
to prevent it. Several sessions were 
devoted to sales planning and an 
explanation of the advertising and 
direct mail program. Attendees 
also had a chance to participate in 
actual coating demonstrations. 

An offshoot of the new distributor 
program was the customer demon- 
strations. The company outfitted a 
truck as a “sales demonstration 
unit” or traveling trade show. Se- 
lected customers of distributors in 
high-potential areas were invited to 
attend demonstrations of the appli- 
cations and performance of the 
product. They were sent an actual 
invitation card, which read: “Kop- 
pers Company, Ine. jointly with 
McJunkin Supply Company cor- 
dially invite you to attend the in- 
dustrial coating application dem- 
onstration to be given at. . (street, 
time, place) followed by refresh- 
ments.” 

Despite attempts to aid them, a 
few distributors could not or would 
not devote sufficient time and effort 
to the sale of the company’s pro- 
tective coatings. Since, for the most 
part, distributor areas of operation 
did not overlap, when a particular 
distributor failed to make effective 
use of the sales tools furnished him 
and became inactive, a potential 
market remained unworked. When 
this happened, the company dropped 
the distributor, and made every ef- 
fort to replace him in his area. 

At the start of the program, 130 
industrial distributors were han- 
dling the company’s protective coat- 
ings. During the year, after care- 
ful investigation, 10 non-productive 
distributors were discontinued. Re- 
placements were appointed. Also, 





37 more distributors were added 
especially in areas which had not 
been adequately covered. 


Miscellaneous Efforts . . Two in- 
dustrial exhibits were entered 
the Plant Maintenance Show, at 
Cleveland, attended by 10,000; and 
the convention of the National As- 
sociation of Corrosion Engineers, 
New York City, with an audience 
of 1,200 corrosion engineers. 

The advertising department mer- 
chandised the entire program to 
Koppers management. About 35 
top executives were kept constantly 
informed through distribution of 
each new sales tool as it was devel- 
oped. When results of special 
checks into the effectiveness of the 
program were available, these also 
were relayed to management. A 
special effort was made also to keep 
distributor management informed as 
to the developments of the pro- 
gram. A four-page bulletin was 
issued to them periodically, carry 
ing information on the advertising 
and direct mail campaigns, and per- 
tinent information on the program 
and coatings. 


Results . . Through the coordinated 
efforts of the sales and advertising 
departments, sales volume of Bitu- 
mastic protective coatings increased 
66.2% over the previous year .. a 
two-thirds gain. And advertising 
inquiries, which sparked this 
achievement, increased eight-fold . . 
from 183 to 1414 . . a sure sign of 
the relationship of inquiries to sales. 

Because of this accomplishment, 
management approved an advertis- 
ing space schedule of 85 insertions 
in seven business publications for 
the following year. This was double 
the 42 insertions in five publica- 
tions used to achieve the two-thirds 
sales increase, which in turn 
doubled the 18 insertions in three 
publications which had run the 
year before. 

Through doubling and redoubling 
its industrial advertising program, 
Koppers hopes to keep its sales 
curve climbing. 

The company’s agency is Batten, 
Barton, Durstine & Osborn, Pitts- 
burgh. The company’s presentation 
of the facts of its two-thirds sales 
increase won fourth place in the an- 
nual Putman Awards competition. 


Good 
engineers 
never 
buy 

blind! 


In selecting products or services, the mechanical engineer 1s 


trained to back up his judgment with engineering data. 


You may get his attention with glowing claims, but he won't 
specify your product until he has your technical data at hand 


Mari foe Shittmaielienrisnmannictice mime 


ASME MECHANICAL CATALOG 
FTittm ig-aclay 


What's more, if you want his next year’s business, this is 


the time to lay your plans. 


The ASME CATALOG is used every day, but it’s published 
only once a year. And now is the time to include in your ‘53 
budget the funds required to make sure you get your share 
of the business which the ASME CATALOG, and it alone; 


can deliver. 


COST? 16 pages $2,957.00 
12 pages 2,309.00 

8 pages 1,661.00 

4 pages 1,013.00 

3 pages 839.00 

2 pages 636.00 

1 page 405.00 


Page rates drop from $405 to $162 when more pages are used. 
As you see, it pays to do a comprehensive job. The more nearly 
complete your product story, the more orders you will close. 
the ASME CATALOG is consulted by 50,000 to 75,000 in- 
fluential engineers in 9,000 leading plants, a total of 2,000,000 


times a year for purchases running into the billions of dollars 


MECHANICAL CATALOG 
AND DIRECTORY 


A publication of 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Strect, New York 18, N. Y: 





‘lm qlad you 


EIS Ga that industrial! shows 
question! 
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f 
CY tr 


\ \ consistently want 
\ to know, “How many 
times can a Prefab 

exhibit be used?” 


Extensive records show no clear 
answer. 
Occasionally a Prefab comes back 
after two or three shows for 
retouching. And others can be 
seen going strong after a 
dozen whistle-stop shows. 
\\ 
SNand some like 
= a new display 
\ — every year for 
- only one or two major 
shows they have. 
You can save on your 1953 show 
budget or extend your exhibit 
program with... 


Capex 


exhibits 


615 South Boulevard 
Evanston, Illinois 
1775 Broadway, New York City 
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@ News 


ner said that “certainly taxes are a 
factor in the volume of advertising 
today.” But he said that space buy- 
ers do not want to discuss their ad- 
vertising with space salesmen in 
terms of taxes. Advising salesmen 
to steer clear of taxes as a sales 
argument, he said: 

“If advertising isn’t worth doing 
for its own sake, then it isn’t worth 
doing at all. If you talk taxes now, 
what will you sell when the tax pic- 
ture changes?” 

On the future business picture, 
Mr. Scribner said that sales in cer- 
tain fields are dropping off and that 
some of the agency’s clients are re- 
acting by strengthening their pro- 
motion. 

Mr. Walther said that editorial 
quality is probably the primary fac- 
tor considered by an agency in se- 
lecting a business publication. In 
addition to building that quality, 
publications need to do “a day-in, 
day-out job of selling the editorial 
content,” particularly by pointing up 
special features and special events 
to the advertiser, he said. 

One good way to sell the editorial 
content, Mr. Walther said, is to sell 
the staff that writes it. 

“One business publication, whose 
prestige had not been especially 
great in my view, held a meeting 


After six years of 
publishing an industrial news tabloid 
one of the things which has 
impressed me the most is 
the reception PD&D has received 
from Advertising Agencies... 
both large and small. 

Obviously, agencies 
will never get rich on 15% of $150 
... the cost of a I/9th page unit in 


PRODUCT DESIGN 
§ DEVELOPMENT 

Therefore, there can 
be only one conclusion: most 
Advertising Agencies are really trying 
to serve their clients. This conclusion 
doesn’t come as a shock, but after 
years of experience in the buying and 
selling of space, it’s always pleasant 


to have one’s beliefs reaffirmed. 





Plis (overage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 
lishing. Covers advertisers, soles and ad- 
vertising monogers and their advertising 
agencies. 


,. 


is 
BAKING 








New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 
ern baking industry. 


- 





FOOD PROCESSING © 





Southern Food Processor. 


Reoches the leading processors, packing in 


cans, glass ond frozen packages. oe 
— 





4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-doliar Southern giant. 
a, 








3. FERTILIZER ? 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 


solers. 
| 7A 





PULP AND PAPER” 





Southern Pulp and Paper Man- 
ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 





pulp industry. “- 


PRINTING 





Southern Printer. Reaches commer- 
dah printers and newspoper mechanical 
auperintendents. 





9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners ond office supply houses. 


ABERNETHY PUBLICATIONS 


ERN“ST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 


of its entire staff and invited space 
buyers to attend,” he recalled. “I 
attended and was impressed with 
the size and scope of the staff, with 
the large number of experienced, 
well-trained personnel researching 
and preparing the material in the 
publication. The meeting raised my 
estimation of the publication con- 
siderably.” 

Another way, he said, is to pro- 
mote a publication's big advertisers 
and what they are doing in a pub- 
lication. “We are influenced by big 
advertisers,” Mr. Walther admitted. 

“Publishers’ direct mail promotion 
is improving right along,” he said. 
“Only about three-fourths of it goes 
into the waste basket now.” 

Mr. Morton said that agency-pub- 
lication relations have improved im- 
mensely since World War II and 
that business publications have 
gained in importance and prestige. 
He cited one industrial advertiser 
that had let its sales decline grad- 
ually to $200,000 a year on a 45- 
year-old product The company 
launched a strong business publica- 
tion campaign, backed by direct 
mail and technical publicity, and 
increased sales to a $600,000 clip 
nine months after the start of the 
campaign. 


Mr. House advised salesmen not 


Editors Integrate . . 


to get involved in discussion of ad- 
vertising production costs in selling 
space. “You have enough to do. . 
just selling space,” he said. He 
suggested that advertisers who fur- 
nish ad plates are paying freight for 
advertisers who get their type set 
by a publication without extra 
charge, and that “perhaps publish- 
ers can devise a rate scale to correct 
that.” 


‘Wood Working Digest’ checks 


mail list via Western Union 


® WHEATON, ILL. . . Western Union 
has been employed by Wood Work- 
ing Digest, Wheaton, Ill., to check 
its entire mailing list of 17,619 
names. 

Verification was made by tele- 
phone call from 4,153 Western 
Union offices, in the first list-check- 
ing job the telegraph company has 
done for the woodworking publish- 
ing field. 

The mailing list was placed on 
individual name cards which were 
then sorted into the territories cov- 
ered by the various Western Union 
offices. The company then phoned 
locally to check the business name 
and address shown on each card. 

In addition to individual names 
and titles, the name of the plant 





superintendent, products manufac- 
tured, number of production em- 
ployes and locations of other plants 
operated by the same company were 
also learned by telephone. 

Within 30 days, all the cards were 
returned to Wood Working Digest 
and corections made on the pub- 
lisher’s plates. The result is a 95° 
personalized mailing list. 


Monsanto wins gold trophy 
for 1951 annual report 


® NEW yorK . . Monsanto Chemical 
Co., St. Louis, received a gold tro- 
phy from Financial World for the 
best 1951 annual report of all in- 
dustry. 

The award, twelfth since the con- 
test started in 1940 and first to be 
won by a chemical company, was 
received by Dr. Charles Allen 
Thomas, president of Monsanto. The 
winner was picked from among 5,- 
000 competing entries. 

Silver and bronze trophies for an- 
nual reports judged best in some 
100 industrial classifications were 
also presented by Financial World 
during its banquet held at the Hotel 
Statler, New York. 


Dealer inquiries unimportant, 
Robinson tells admen 

® NEW yorK . . Dealer coupons in 
business publication ads are mostly 
a waste of space, Elihu Robinson, 
promotional director, Topics Pub- 
lishing Co., New York, told a meet- 
ing of the Metropolitan Advertising 
Men of New York. 

Rather than clip coupons, the 
average dealer’s habit is to keep a 
stack of post cards handy, Mr. Rob- 
inson said. “If a dealer has any 
questions, he usually goes to the 
nearest seller with them.” 

Mr. Robinson advised business 
publication advertisers not to be 
concerned if their ads fail to get in- 
quiries. But they should remember 
that dealers often see “upwards of 
500 other salesmen” between calls 
by our publisher's sales representa- 
tive. 

“Use business advertising to soft- 
en up the dealer for those infre- 
quent calls,” Mr. Robinson urged. 

He criticized business paper ad- 
vertisers who neglect copy testing, 
fail to talk the dealer's language, or 
try to use consumer copy techniques 


Every Day is a 
Judgment Day 
in Your Business! 


Read how you can obtain favorable 
jydgments that improve profits and 
human rétations. It's told in the 
S. D. WARREN message for November 
(BUSINESS WEEK, November 15, 
and SATURDAY EVENING POST, 
November 22). 
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No ramc 


ulletin 


reaches your entire 
ceramic market J 


See eee eee eee eee eeeeeesee 


ee ee 


*Ceramic Bulletin reaches key 
men in every branch and 
segment of these fields: 


Glass: 


Plants manufacturing Optical 
Container Glass, Sheet Glass, 
ware, Fibre Glass 


White Wares: 


Plants manufacturing Earthen 
Stone Ware, Dental Porcelain, 
wore, Tile. 
. 
Refractories: 
Plants manufacturing Crucibles, Fire 


Brick, Insulating Fire Brick, Special 
Bodies, Silica Brick, Basic Brick. 


Structural 
Clay Products: 


Plants manufacturing Drain Tile, Brick 
Building Tile, Sewer Pipe. 
. 

Porcelain Enamels: 
Piants manufacturing Sheet Steel En- 
amel, Cast Iron Enamel, Art Ware. 

. 

Abrasives: 


Plants manufacturing Wheels, Grit. 


Material and 
Equipment: 


Readers of C. B. are interested in all 
forms of ceramic materials and equip- 
ment. 

» . 

Désign: 

leading artists and designers of ce- 
ramic products read C. B. for a know!l- 
edge of ceramic material and manu- 
facturing methods. 


7. 
Educational: 
C. B. is specified as text-book material 
in universities and is recognized as 
“required reading.” 


Cements: 
Plants manufacturing Special Purpose 
Cement, High Aluminum Cement, Port- 
land Cement. 


‘Ceramic 
Bulletin 


2525 North High Street 
Columbus 2, Ohio 


Glass, 
Table- 
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im NEWS 


Among other 
Robinson 


in the business press. 
common mistakes, Mr. 
listed: 

The “cutie, cutie” ad, 


a “cute” angle, a “cute” illustration 


which has 


and frequently gets “one half the 
readership it ought to.” 
The “talkie, talkie” ad, 


copy goes on and on, never telling 


whose 


Radio and 20 Telephones. . wer 


the dealer pertinent information or 
“what it means to me.” 

The “tired phrases” ad, frequently 
containing headline words that no 
longer impress the dealer, such as 
“feature,” “display,” “sell,” and “get 
your share.” 

Mr. Robinson recommended good 
the dealer how 
to solve his problems, and inclusion 


headlines that tell 


of the company logotype, as ways of 
improving readership. 





Donaldson tells DMAA: 
expect higher postal rates 


Postmaster Gen- 
eral asked 
bers of the Direct Mail Advertising 
Association, holding its 35th annual 
more sympathetic 


® WASHINGTON 


Jesse Donaldson mem- 


meeting, to 
consideration to the problems of the 
Post Office Department. 

The gap between the department's 


give 


income and expenditures has 
reached $670,000,000, Mr. Donaldson 
said, and he will continue to try to 
get more money from mail users. 
“It is perfectly natural for one to 
criticize increased costs of the things 
On the other 


must 


he is required to buy 


hand, any business concern 


raise the price of the product it has 


to sell when operating costs are in- 
creased.” 

Since 1945, postal salaries have 
increased from $858,000,000 to near- 
ly $2 billion, and 
from $194,400,000 to 
Volume of 
from 37 billion pieces to more than 


transportation 

$616,000,000. 
business has increased 
50 billion in the current fiscal years, 
yet the department has not been 
helped financially by this growth. 

The department is buried under 
shipments of packages and other 
bulk attracted “because of the bar- 
gain rates for postal service,” the 
postmaster general said 

Mr. 


subsidies to 


that 
government 


Donaldson estimated 
airlines, 
mail and other services cost the de- 


partment about $152,000,000 a year. 





“If we took credit for these items, 
we would still have an annual def- 
icit of more than $500,000,000.” 

He denied that this deficit should 
be written off to the taxpayers on 
the ground that the department pro- 
vides a service to the people. “You 
might just as well argue that the 
service is free to the public and that 
no charge whatever be made.” 

Taking note of the fact that both 
political parties are promising to in- 
crease the frequency of mail de- 
livery, the postmaster general said 
neither could carry out its promise 
unless Congress is willing to ap- 
propriate $150,000,000 for 30,000 ad- 
ditional postal employes. 

He reiterated that increases in 
postal rates have not begun to com- 
pare with increases in other costs. 


Robert D. Towne buys 
W. L. Towne Advertising 


@ NEW yYorK . . Robert D. Towne 
has bought W. L. Towne Advertis- 
ing, the agency his father founded. 

The agency’s name will remain 
the same. The elder Mr. Towne 
will continue to be active in the 
agency 

Robert D. Towne joined his fa- 
ther’s 17-year old company in 1943 
as account executive. He became a 
partner in 1945. 

His activities have included a 
two-year term as president of the 
Industrial Advertising Association 
of New York. He has also been a 
director and secretary-treasurer of 
the National Industria! Advertisers 
Association. 

In 1951 he was general chairman 
of the national NIAA conference in 
New York. 


Politz tells Boston meeting 
Avoid market research fallacy, 


= BostoN . . Market research is 
misused when advertisers confuse 
cause with correlation, Alfred Politz, 
president, Alfred Politz Research, 
Inc., New York, told the Boston 
Conference on distribution. 

He called the confusion “probably 
the greatest fallacy” that has been 
distorting American opinion and 
marketing research for more than 
20 years. One of the causes of this, 
he said, is the frequently employed 


When the client pops the Seem 
be ready with the ANSW ER 


This, Chief, shows us where to pin- 
point our industrial advertising! It's 
IN | the famous Industrial Ratio Map of 
the U.S. The area of each state is in 
| exact ratio to its industry. Notice 
| that big ‘Heart of Industrial Amer- 


‘ica’. M.P.A. covers the ‘Heart’’ 
exclusively. 


What's the meaning of that “Heart”? 

A. It's the center of our most heavily industrialized area the 
Midwest; and. Boss. it’s the “World’s Richest Concentration of 
Industrial Purchasing Power”! 


Hm-m. sounds good. What's it worth? 
A: Chief. it's fabulous! From official census data, it’s rated at well 
over 90 Billions and still growing! 


Whew! Who should we sell in this market? 
A: The lion’s share of sales are made through Purchasing Agents 
a good break for us. 


Whaddaya mean “break”? 

A: Just this a “frontal” sales approach is tough. But, Boss, 
there’s an easier and better way to get “inside” where the buy- 
ing is done. 

Could it be that you suggest we advertise in M.P.A.? 

A: Rieht, Sir! It's the buyers’ own magazine, “must” reading for 
all members of the powerful P.A. Associations in the Midwest 

offers 1006¢ “buyer” coverage. Opens the right doors for 
our salesmen. When selling the 90-Billion-Dollar Midwest. we 
always say “you're IN with M.P.A.!" 


A few of the ‘‘national’’ advertisers who use over 50% 

of the space: 

U. S. (Steel) Alcoa Standard Oil > : 

Republic Chase (Brass) Cities Service =— a re Send for 
Ryerson Bridgeport American Box - 

Assoc'd Spring Scovill Hinde & Dauch q } Sample 
Nat! Malleable American Rob't Gair i 
Wickwire-Spencer Nat'l Screw Osborn Brush j , Magazine 
Roebling’s Eaton Mfg. Ohio Injector j with Map 
Tube Turns Reliance Elec. Blaw-Knox 


639 Penton Bidg. 
Cleveland 13, Ohio 
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CONTENTS 


AGES 


BROKERAGE Accounts 
BUSINESSES, Kinds of 


CASH & CHECKING ACCOUNTS, Family 


CHARGE ACCOUNTS 


CHARITABLE CONTRIBUTIONS 
CORPORATE OFFICERS 


DIRECTORS, Boards of 


ENTERTAINING, Business 


FUNCTIONS 


HOME OWNERSHIP—Permanent, Summer. 


ther 
HOME READERSHIP 
INCOME, Family 


LIFE INSURANCE, Company 
MANUFACTURERS and PROCESSORS 
MORTGAGES, Family Holdings 


NET WORTH, Personal 
OCCUPATIONS 


OFFICE READERSHIP 


PENSION PLANS—Employees, Executives 


POSITIONS 
PURCHASERS OF; 
Advertising 
Alr Conditioning 
Bank Services 
Building Materials 
Chemicals 
Coal & Fuels 
Cotton 
Electrical Controls 
& Motors 
Electronic Components 
Engineering & 
Construction 


Food Products 

Glass 

Grain 
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Iron & Steel 
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juipment 
N sf 
Development 
Non-Ferrous Metals 
READERS, Additional 


Office Equipment 
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ice Machinery 
Office Furniture 
Stationery & 
Printing 
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Containers 
Paints & Industrial 
Finishes 
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Plastics 
Pulp & Paper 
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Plant Structures 
Rubber & Rubber 
Products 
Screw Machine Prod- 
ucts & Hardware 
Shipping & Trans- 
portation 
Textiles 
Trucks & 
Company Cars 
Wire & Cable 


REAL ESTATE, Family Holdings 


RENTALS, Home 
RETAILERS 


RETAIL LINES, Purchasers of 
SAVINGS BANK DEPOSITS, Family 
SAVINGS & LOAN ASSN. SHARES, 


Family Holdings 


STOCKS & BONDS, Family Holdings 


WHOLESALERS 


WHOLESALE LINES, Purchasers of 
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aim your 
advertising 
dollar 





potentials 





Your advertising dollar in any 
publication buys an opportun- 
ity to deliver a message to a 
group of individuals who have 
individual interests, individual 
responsibilities and individual 
buying means. 

Here, in “The Wall Street 
Journal Index of Subscriber 
Buying Power” you will find 
what The Journal’s audience of 
234,569 subscribers offers you 
in the way of specific sales op- 
portunities. 

Now, the coast to coast Wall 
Street Journal audience is pic- 
tured for you in terms of buying 
ability and buying 
responsibilities, 
product by 
product. 


technique of measuring advertising 
effectiveness by dividing a survey 
group in two: one segment having 
remembered seeing or hearing cer- 
tain advertising, the other not. 

When results show that the ad- 
vertised product was purchased by 
a greater percentage of Group 1 
than Group 2, “the outspoken or 
hidden conclusion” is that advertis- 
ing accounted for the difference. 

“This is incorrect,” Mr. Politz de- 
clared. “The difference only shows 
that there is a correlation between 
awareness of advertising and pur- 
chase or possession of the adver- 
tised product.” 

He conceded that 
advertising makes people buy, but 
warned that it is only one of “many 
possible causes that can lead to cor- 


awareness of 


relation.” 

Another cause: People who pur- 
chase or possess product X become 
more aware of advertising for Prod- 
uct X than the non-purchasers. 

Mr. Politz drew a distinction be- 
tween mass questioning, such as 
political opinion surveys, and valid 
market research . . “the application 
of measurement within consistent 
theory.” 

Blaming advertisers’ skepticism of 
surveys on the “shaky reputation 
and sensationalism” of mass ques- 
tioning in general, Mr. Politz said 
that true market research leads to 
predictions based on discovery of 
relevant causes. 

“To understand these causes re- 
quires a profound knowledge of the 
mechanism of user preferences and 
of the instrument (advertising) of 
user preferences which tries to em- 
ploy these causes systematically.” 


Lippold named sales manager 
of ‘Iron Age’; Five appointed 


@ NEw york .. Charles R. Lippold, 
Cleveland regional manager of Iron 
Age since 1950, has been appointed 
director of advertising sales, effec- 
tive Jan. 1. He will be succeeded 
in Cleveland by Robert W. Watts, 
manager there of Look. 

George T. Hook, publisher, also 
announced appointment of two new 
territorial representatives: Charles 
T. Post, circulation and promotion 
manager, will become regional busi- 
ness manager in New York State 











"i decided to 
use GAS 


. . « Because I reach the 
men in gas companies 
who have the authority 
to buy — the same men 
| send my salesmen to 
contact. It is therefore 
easy for me to coordi- 
nate sales and advertis- 
ing programs for the 
most effective results. 











...and because GAS has 


> Largest circulation, with 92% 
to individuals in Gas Companies. 


>» More complete coverage of the 
billion dollar gas utility and 
pipeline industry. 


> Circulation Verification is Two- 
Fold. 96.5% Verified by C.C.A. 
for list accuracy. 93.9% Verified 
for Readership by independent 
audit. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, which 
means high readership. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 


Write for Latest 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 








and upper New Jersey, and Harry 
G. Mumn, formerly with Practical 
Builder and Building Supply News 
will open an Iron Age office in Co- 
lumbus, as manager of central, Ohio. 

William A. Coffey, since 1948 cir- 
culation manager of Aviation Week, 
has been named to that position on 
Iron Age, and James A. Crites, for- 
merly assistant promotion manager 
will become manager of that de- 
partment. 


Advertiser changes. . 
International Harvester Co. Chicago, 
has purchased the Frank G. Hough C 

Libertyville, Ill, maker of materials han 
iling equipment. Harvester President John 
L. McCaffrey said that no immediate 
~hange will be made in the organization 
{ the company, which became a wholly 


wned subsidiary of Harvester 


Donald L. Ball . . former manager of 
American Container Corp. Rock Island 
plant, has been elected vice-president, in 
charge of the Huntington, W. Va. plant. 
f 


American Container is a subsidiary 


x0uld-National Batteries. 


John Duncan, Jr. . . has been appointed 
jirector of trade relations r Owens-Illi 
the 


nois Glass. Mr. Duncan has served 


company 19 years 


Bakelite Co. . . a division of Union 

& Carbon Corp., New York, has formed a 
new industrial products department, which 
will direct sales operations of the surface 
coatings division, Halowax products divi 
sion and sheet and foil division. Howard 
Smith will be department manager. Divi 
sions will be headed respectively by Carl 
W. Patton, M. E. Delaney and T. W. Sharp. 
Whitford A. Baldwin . . former district 
sales manager of Acme Steel 

been named manager of the unit-load de 
partment. 

G. T. Etheridge . . former sales manager, 
defense products, Nash-Kelvinator Corp., 
Detroit, has been appointed western re 
jional manager >. A. Norman, former 
field sales representative, will replace Mr 
Etheridge as defense products sales man 
ager. 

John T. Tierney . . former assistant man 
iger of midwestern district sales, Koppers 
Tar Products, Chicago, was ppointed 


sales manager of 


Underwood Corp. . . New York, has pur 


chased Electronic Computer Corp., Brook 
lyn, which will become the Electronic Com 


puter Division of Underwood. The divi 
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goes to 


STANDARD SIZE 


Tame relalerel ag 


Y MECHANICAL CHANGE 


With the January, 1953 issue, 
Butane-Propane News type 
page (non-bleed) size will in- 
crease to 7 x 10 inches. Trim 
size will be 8% x 111% inches. 


— 7 
Twice the Selling Area 
at No Increase 
in Page Rates 


For Complete 
Information see Future 
Rate Section of 
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V MORE ADVERTISING VALUE 


Now a BIG page size to sell 
the BIG I pg. operators with 
the LARGEST circulation... 
over 12,000 every month. 


Closing Date 
FOR THE BIG 
JANUARY ISSUE 


Dec. Ist 


Butane-Propane News 
A Jenkins Publication s 

198 S. ALVARADO ST 

LOS ANGELES 4, CALIF 
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value from 


your MD:DN |, 


Recently we have had some 

interesting correspondence from sub- 

scribers, telling how they use the Market 

Data & Directory Number of INDUSTRIAL 
MARKETING. Perhaps their suggestions will be 
helpful to you. Here are some of them: It is the 
starting point for all our advertising planning... 
we check it to make certain we are subscribing to 
all the magazines we should . . . it is used to make 
changes in our sales program ... we use it to se- 
lect media outside our basic market . . . it is useful 


as a source for statistics to support public 


speeches, articles, booklets, and the solution of 


many daily business problems .. . it goes far in 
setting markets and media .. . it is of great as- 
sistance in our analysis of sales and markets .. . 
it is used in evaluating salesmen’s coverage in var- 


ious territories ... we use it to check the accuracy 
of our own findings .. . we use it in analyzing the 
market for new products... we use it in planning 
both tentative and final schedules . . . it is valuable 
because it enables us to recognize trends... and 
one company even reports that it used MD&DN 
as a guide to buying out another company. With 
so many potential uses, we hope you are making 
good use of it, too. Definitely, it saves time and 
trouble, and enables you to do a better job of 
industrial advertising and selling. 


> 





— Contents of the \ MARKET DATA & 


+. 
moll 


/953 Market Data 
& Directory Number 


The One and 
Only Fact- 
Packed 
Reference on 
Both Markets 
and Media 


June 25, 1952 


Containing 





LOOK FOR 
Veriincrny THIS EMBLEM 
& Directory Number By : 


in the advertisement of a business publication . . . it means that the 
oublication has filed, in the MARKET DATA & DIRECTORY NUM- 
BER, detailed facts regarding its editorial services, circulation, influ 
ence, market studies, etc., and that this will be found adjacent te 
data on the market served 
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1953 Edition | piRectORY NUMBER 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, and buying trends — plus a score 
of other factors significant in selling and advertising to 84 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associa- 
tions, publications and other expert sources, with the re- 
sult that virtually every facet of every market picture is 
revealed for your evaluation. 


2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


5. Market studies especially prepared by business pub- 
lications are digested and cataloged by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 
Service Department. 





Abernethy Publications ........... 1 
Advertisers’ Research Service 4 
Advertising Age . 

Advertising Publications, ‘Ine. 41-44, a. So 
Aeronautical Engineering Catalog . 78 
Aeronautical Engineering Review 

Air Force 

Air Force Times 

America Clinica .. 

American Artisan 

American Automobile, The 

American Aviation 

American Aviation Directory 

American Brewer x 

American Brewer Register 

American Builder 

American Ceramic Society, The . 

American Chemical iety 

American City, The . 

American Gas Handbook 

American Gas Journal 

American Institute of Chemical Engi- 


*Lumbe man & Building ‘Prod- 

Merchandiser . 

Machinist . 

Metal Market . 

Motel Magazine .... 

Restaurant Magazine .. . 

American Roofer & Siding Contractor . 

American Scciety for Metals, The ... 

American Society of Civil Engineers . 

American Society of a and Ven- 
tilating Engineers, 

American Society of ariosdion Engi- 


American 
Amaican 
American 
American 


neers, The 
American Society of ‘Michanical * Engi- 
neers, The 157, 333 
American Society at Tool "Eng nzers, 
TH «.. ad t Between 384-385 
American Trade Publishing Co. .. 243, 268 
Annual Butane-Propane Catalog ..... 285 
Annual Buyers Guides For Autcmotive 
Products, Industrial Machinery and 
Construction Equipment 21 


Construction Bulletin 
Construction D.gest . . 
Construction Equipment ° 
Construction News Monthly an 
Constructicneer 201 
Contractors and Engineers ‘Monthly 
Corrosion 

Cosgrove Publishing Co. 

Cotton Gin and "Oi Mill Press, 
County and Township Roads . 


"201, 
- 201, 


raged 
. 194-195 


- 146 
. 


Daily Journal of Commerce 
Dairy Industries Catalog .. . 
Davison Publishing Co. ..... . 472 
Desley Products File ..... ae 
Directory of Iron and Steel Plants .. 390 
— of Michigan Manufacturers, 

35 


Directory of Steel Processing Plants . 390 
Dixie Contractor 201 
Dodge Corporation, Ww. 

92, "ia: om 165, 319, = 


Domestic [ee 52.58 

Domestic Enginenring Catalog Directory 
52-53 

Domestic Engineering Publications . 52-53 

El Automovil Americano 

El Farmaceutic 

El Hospital 

Elcetric Light and Power 

El ctrical Catalogs 

Elcctrical South 

Electrical West 

Electrical World 

Electricity on The Farm Magazine 

Electrified Industry 

Engineering and Mining Journal 


395 
175 
359 
Factory Management and Maintenance 317 
Farm Equipment Retailing 22 
Farm Implement News 


Feed Ave ... 
Feeds Illustrated 


tron Age, The . 372-373, 387 
Jenkins Publications Inc. . (oie ae 
Johnson, Inc., Franklin H. «....... 159 
Journal of Chamical Education . 135 
Journal of the ican Concrete 
institute 124, 208 
Journal of the Federation of Sewage 
and Industrial Wastes Assns. . . 398 
58-59, 62-63 
247 
321 
7 


Latin-Amaica <s . aman 
Lubrication Engineering . 338 


Machine and Tool Blue Book .. 366-367 
Machine and Tool — Book betes” 

366-367 

71 


> 215 
116, 


Keeney Publishing Co. 
Keller Publishing Co. 


King Publications 199, 227, 


Machinery 
Machinist, he 
Maclean- Hunter Publishing Cor. 


MacRae’s Blue Book 
Management Magazines ‘Ine. 
Management Methods 

Marine Catalog and Directory, 
Marine Corps Gazette ... 
Marine Engineering and Shipping Re- 


The 


view 
Market Analysis ‘of the Motel Industry 
Market Analysis of the Restaurant In- 
dustry xe 
Martin & Company, B. J. 
Mass Transportation 
Materials & Methods 
McGraw-Hill American Letter 
McGraw-Hill Cataleg Service 
143, 179, 361, 
McGraw-Hill Digest » an 
McGraw-Hill International Corporation 
McGraw-Hill Publishing Comp_ny, Inc. 
Mechanical Engineering ... 157, 
Mechanization 
Meredith Publishing Co. 


For Detailed Information on These Publications 


See the /ZSF Market Data & Directory Number 


Annual Meat Packers Guide . 
Applied Hydraulics 
ogg Record 


ASME Mechanical Catalog and Dire:tory 
157, 333 

Associated Construction Publications . 201 

Automatic Laumderer & sass 309 

Automotive News 

Automotive News Almanac... 

— News of the Pacific North- 


Aviation Age 


Bacon's Clipping Bureau 

Bacon's Publicity Checker 

Baker's Digest, The .... 

Bakers Weekly 

Baking Industry 244 

— a Catalog and Buying ‘ 
rectory 


1) 242 
. 243 


Bill Brothers Publications . 

Bituminous Roads & Streets 

Blast Furnace and Steel Plant 

Boat & Equipment News 

Boat Statistics & Publishing Co. 

Book Export Division 

Boxboard Containers 

Breskin Publications ... 419, 
Breweries of The Western  Hemisohere 4 
Brewers Digest, The .. 

Building Specialties 

Building Supply News ... ° 
Burrelle’s tog chop Bureau .... 16 
8 -» 285 
Butler Typo Design Research Center . . ll 
Buttenheim-Dix Publishing —-. 


Butter, Cheese and Milk suits Jour: 
nal, The . . 


Caminos y Calles . 194-195 
C. ne ‘eo 253 
—_ " Company, Inc 16 
se- Shepperd-Mann Publishing Corp. mee 
ome Bulletm ........ e 
Chemical Engineering .... ‘ 
Chemical ——s Progress 
Chemical Week . “E 
Chicago Metalworker, The 
Chicago Thrift-Etching Corporatio .. 16 
Chilton —— Ros hed = 
Civil Engineer 192 
json "publishing Co. 

| Age 


Coa 

Commercial Fertilizer 
Commercial Refrigeration 
Composite Catalog, The 
Concrete Manufact 


Feedstufts 

Fire Engineer 

Florists’ Telegraph Delivery News , 

Flow - 20-21 


Foundry * 
Female & Fast Food Service . 
Fritz Publications, Inc. ..... 
Fueloil & Oitheat . 


Gasoline Retailer . 
od Publishing Co. 


olfdor 
Gulf ‘Publishing Co. 


ao San 
194-195 
295 

. 406-407 


Haywood Publishing Co. 

170-171, 415, 417 
Heating & Plumbing Equipment News 55 
Heating and Ventilating . 55 
Heating, Piping & Air Conditioning 58-59 
Heating Publishers, Inc. .. 67, 6& 
Heating Ventilating Air Conditioning 

uide 


Nene —— Latin American 
Catalog F 194-195 
Heavy = Bin AE Prefiled Catalogs 194-195 
Heim Company, The 
Hill Publishing Company, Allen Ww... 69 
Hitchock Publishing Company 366-367, a4 
Home Maintenance and Improvemant . 
Hospital Management 290-291, 351 


Review, The ... . ae 
Ice Cream 180 


IMuminating Engineering. eee 
Hluminating Engineering Society . 180 
implement & Tractor ..... 217, 22 
Implement Record 
Implementos y Tractore: - oe 
Independent Petroleum Monthly, The . 
Distribution ... . 
Equipment News . 
Finishing 
om & 
Laborat 
Labontortes Publishing Co. 161 
Industrial Maintenance 335, 
Industrial Marketing i 
Industrial Press, The ..... oa 371 
Industrial Publications, Inc 

98-99, 106-107 
Industrial Publishing Co., The .. 20-21 
Industry and Welding 20-21 
Ingenieria Internacional Construccion 
Ingenieria Internacional Industria 
Institute of Radio Engineers, Inc., The 

185-188 

Institute of The Aeronautical Sciences 78 
Institutions — Directory ... 2-3 
Institutions Magaz 
Institutions Publications : 
instruments Publishing Co., , The « 
IRE Directory, The ... ‘ 


Industrial 
Industrial 
Industrial 
Industrial 
Industrial 
Industrial 


Progress 
ue fan Contractor and Builder 
Mic eee Manufacturer and Financial 


Rec 
Mid- West Contractor ; 
Midwest Purchasing Agent, The 
Military Engineer, The . 
Milk Dealer, The . 
Milk Plant ' Monthly — 
Mill & Factory 
Miller Publishing Co., 
Mining Catalogs 
Mississippi Valley Contractor 
achine Shop 
Materials 
Packaging 
Packaging Corp. 
Plastics 
Modem Railroads 
Modem Railroads Publishing Co 
Municipal Index and Atlas 
Municipal Index, The . 


Modern 
Modern 
Modem 
Modern 


Handing 


4 -. 

452-453 
39 
397 


National Association of Corrosion En- 
nears. 

National Bottlers’ Gazette’ 

National Miller Pubs., Inc. 

National Petroleum Publishing Co 

National Provisioner, 

National Roofer 

Navy Times ... 

New England Construction 

New Equipment Digest 

New South Baker ..... 

Northwest Motor ... 

Northwest Trade Publications 


. 247 

.. 267 
402-403 
273 


Occupational Hazards 
Official —- Guide . 
Oil Forum, 

Olsen Suntishens Co, The 
Overseas Business Services 


Pacific Printer & Publisher 
Packaging Parade .... 
Panamerican Publishing Co., Inc 
Paper and Pulp Mill Catalogue 
Paper Industry, The pleat 
Patterson Publishing Co ‘ : 297, 456 
Penton Publishing Co., The 331, 383 
Insert Between 368- ro 
Petroleum Engineer, The . ; 
Petroleum Processing 402- 405 
Petroleum Refiner . 406-407 
Pharmacy International . 215 
Pit & Quarry .. 119, 121 
Pit and Quarry ‘and Associated In- 
dustries ‘ oo aa 
Pit & al Hendtod ‘ . aa 
Plant Eng 31 
Pocket List t of "Railroad Officials, The 451 
434-435 
. 431 
one 75 
Practical Builder 98-99 


Practical Publications, inc. 


Precision Metal wry 
Proceedings of the 1.R.E 
Product Design &\ pean 
Product Engineering 

Production Equipment 

Public Utilities Fortnightly 
Public Utilities Reports, Inc. 
Public Works 

Purchasing 


Radio & Electronic Jobber News, Inc. 189 
Railway Age .... Insert = el 448-449 
Railway Engineering & Maimtenanc: 
Insert Betweon * 44s. 449 
Railway “Equipment and = Publication a 
Railway Mechanical - Electrical Engi- 
insert Between “es 
Raiteay "Purchases a. Stores . ‘ 
Railway Signaling & =» EO, 
. Insert Between 448-449 
Railway "Supply — Yearbook ° 
sert Between 448-449 
Ref nary Catalog, - . 406-407 
Reinhold Publishing Corps ‘ration 163 
Roads and Streets . . 194-195 
Rock Products . . 116 
Rocky Mountam Motornews 4 74, 410 
Rocky Mcuntain Oi! Reporter 74, 
Reofing Yearbook , 109 
Rubber Age 
Rubber Red Book 


School Equipment News 
Scho.1 Executive, The 
Sc-ew Machine Engineering 
Screw Machine Publishing Co., 
Sewage and Industrial Wastes 
Shipping Management 
Siebel Publishing Company . 
Signalman’s Journal, The ; 
Simm ns-Boardman Publications 

. 94-95, 341, Insert Between 448-4°9 
Smith Publications, W.R.C. 12 
Snips Magazine 


Inc. 


. 242, 


65 


Scuthem Advertising and Publisting 
Southern Automotive Journal 
Southern Building Supplies 
Southern Food Processor .. ; 
Southern Garment cpenepted : 
Southern Hardware 
Southern Jeweler 1 
Southern Lumber Journal and Building 
Material ‘i 311 


Southern Pantie 
Conditioning . 
Southern Power and Industry 2 
Southern Printer, The - 

1 


31 
Heating and Air 


Southen Pulp and Paper Manufacturer 

Southern Stationer and Office Outfitter 

Southwest Builder and Contractor 201 
Steel . Insert Between 368-369 
Steel Processing 390 
Steel Publications, Inc 390 
Successful Farming , » a2. 
Sweet's Catalog fee 92, 165, 319, 377 


Technical Publishing Co 315, 431 
Telephone Composite Catalog & ae 
Directory . 44 
Telephone Engineer and Management 
Telephone Engineer Publishing Corp. 
Texas Contractor 
Textile Catalogs 
Textile Industries 
Textile World 
Textiles Panamericanos : 
Thomas Publishing Co 323, 
Thomas Register .. 
Tool Engineer, The, Insert Between 384- 355 
Traffic Service Corp., The .... 2nd Cover 
Traffic World .... .. 2nd Cover, 275 
Trailer Dealer Magazine coce ae 
Trailer Park Management . 296 
Transportation Supply News 2nd Cover 
Turrentine Publishing Co., Walter ... 309 


Utilization 
Vance Publishing Co 


Wastes ee 

Water Works Engine 39 

Watkins Cyclopedia oft the Steel Industry 

Welding Engineer, 48. 

Welding Jounal, The . 

Western Builder 

Western Construction 

Western industry 

Who's Who ven 

Wilson-Carr — 

Wire and Wire Prod 

Wire & Wire Bow Annual Buyer's 
Guide .. 

Wood Working | Digest 

Woodworkers Reporter 

World Construction 194- 

— = — Catalog File 194- = 
jorld N 


. 386 World oil 











Georgette Weiss . . formerly 


ivert 


V. Kenneth McHugh 
if nted 1dvert ina 


Robert K. White . . ior 


different sie enanialiat Moe 

years, ore a er aie a ean a 
same George B. Bond. . 1 nt execu connection wit 
answers 


*Mass Transportation is 
Most enjoyable — T. — : fs , mé 
2. Most helpful 3 ex 


Raymond S. Jenkins . . form 


bik 1948, a leading advertis- the Harrisburg, Pa. B. F. G re 
ing agency (representing 8 Sundstrand Machine Tool Co. . . Rockford has been appointed New England district 
major transit industry suppliers) 1 the following appointment: field m f the iated lines di 
surveyed all publications in the 

transit field. 

Results showed that top 
transit men found Mass Trans- 
portation the easiest to read, 
most interesting and most enjoy- 
able. The average reader then 
spent 2 hours and 13 minutes 
reading each issue (including Charles O. Rader . . former 
your advertisements). inager ol niwater Fa 

In April, 1952, the agency 
repeated the survey. 

Results—Mass Transportation 
was selected as most enjoyable 
by 43% more transit executives 
than named paper No. 2. 

Mass Transportation was 
named most helpful by17% more 
than any other publication. iiveen CMeger .. Sx 

And—the time spent with — 
each issue of Mass by the aver- is been ! 
age reader had increased to 2 mo f wir tid } i] } A. L. Sebastian . . formerly wit! 
hours and 20 minutes. 1daq n Youngstowr has joined 

For advertising that brings Rochester, N.Y 
most results, put your message Porter Cable Machine Co. . . made 
in Mass Transportation — read inagemer 
most, enjoyed most by execu- 
tives who count most. . 

«Survey copies upon request. 
See SRDS, 21 or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL Enfried T. Larson . . 


Alan B. Castator . . for: 


the 


Shell Chemical Corp. . . N 


Charles W. Nulle . . former 


U. S.-Mengel Plywoods . . | 


ina 
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. 


_1T COSTS LESS TO SELL 
erertyre reed - INA 


—. + \OONGENTRATED 


James E. Cadle . . former 


MA 
1 faq 


THE MEATPACKING INDUSTRY includes 3889 plants, almost all 
located in or near major population centers . . permitting CONCEN- ' 
TRATED SELLING at minimum expense. 
Joseph J. Hoffman . . has become vic It is a huge market IN ITSELF for processing and packaging equip- 
oF t RSA ag i Yai 8 ment and supplies . . ingredients . . materials handling equipment . . 
air conditioning and refrigeration . . canning machinery . . tem- 
perature control equipment . . motors, pipe, tires, etc. 


presiaen 


Harry C. Oliver . . former assistant sales : 
mancaaer of US. Siren, New York: hos It is one of the largest, most 


stable segments of U.S. Indus- 

try, good times or bad . . buys 
C. B. McGehee . . former general manager in billions, year after year. 
de-enp cea It has been buying, reading 
and responding to THE NA- 
TIONAL PROVISIONER for 
more than half a century. You 
get the interested attention of 
976% of the people you want 
to sell through the pages of 
“The Voice of the Industry”. 
; Renewal rate has pressed 85% 
United ie Steel . . has appointed for years — all ONE-YEAR 
es Es agile subscriptions. Total paid cir- 

culation, 9138. 


velopment 
manager I coniroi l 

the sales department of the Supply Divi * WRITE FOR specific, detailed in- 
sion formation on the Meatpacking mar- 
ket for YOUR products or services . . 


Thatcher Glass Mfg. Co. . . has moved ? 
and how to reach it. 


the New York offices of its three glass 


THE ATIONAL 


Ray R. Conners . . has been appointed g O/ iw 
vice-president in charge of m YVVET 


PUBLISHERS OF THE ANNUAL MEAT: PACKERS GUIDE 


15 WEST HURON STREET ® CHICAGO 10, ILLINOIS 


18 EAST 41st STREET, NEW YORK 17, N. Y. » WEST COAST, McDONALD-THOMPSON 
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Officials of Coal-Using Companies... 
and those with something to sell them... 


meet in UTILIZATION... 


sole publication that covers the ein 


tremendous horizontal 
market 
of coal 


users... / (ae 
* » 


Daniel B. Curtiss . . ha 


New 


M. J. Hackney . . former 
manager, York 

When your message goes where UTILIZATION goes, you are register- 

ing with the primary buying influences in the coal-use market. 

90.7°;,,* of our copies reach presidents, vice-presidents, secretaries, 

treasurers, superintendents, managers, engineers, technical per- 

sonnel and purchasing agents. They are the decision-making 

officials of 

@ the majority of coal burning electric utilities and-—— municipal 

power stations @ most steel and cement mills @ some 6,000 manu- 

facturers (automotive, paper, etc.) @ all Great Lakes coal docks 

and coal handling railroads @ 5,800 prominent retail and whole- 

sale coal yards. 

This multi-billion dollar market is served by UTILIZATION exclu- 

sively. Readers welcome UTILIZATION, as proved by a continual 

check of their habits, interests and participation. UTILIZATION 

explores every phase of coal use. Our location in Washington 

offers an alert listening post, quickly reporting decisions, trends 

and regulations affecting coal. 


If you want to sell the companies who burn, buy, dock, export, 
handle, heat with, load, manufacture with, move, sell, ship or 
stockpile coal . . . use the publication your prospects use . 
UTILIZATION. 


*Survey made in Fall, 1951 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 
NEW YORK @ CHICAGO 
PITTSBURGH 
SAN FRANCISCO 
LOS ANGELES 


The MAGAZINE of COAL USES 





Sales V-P Retires 


has retired from his ¢ 


New Britain 


etirement 


Sales & Engineering Offices . . 
Gas Division, Liquid Carbonic 
rom ! 
ftices in 
Roy A. Noble . . has been named super 
visor, extruded and stainless products 
sales, National Tube Division, U.S. Steel 
, Mr. Noble has been a dis 


H. J. Wood . . formerly 
1dvertising and sales promoti 
for Johns-Manville 

dustrial Friction Materials 
been appointed assistant < 


ager, industrial product 


Acme Steel Co. . . Chicago, has named 
G. Findley Griffiths as vice-president of 
sales. Mr. Griffiths was formerly vice 
resident and general sales manager 


Sharon Steel Co., Sharon, Pa 


Wolverine Tube Div. . . 
Consolidated Copper 
inted E. W. Ervasti 
sales representative 


istrial sales 


Agency changes. . 
DeMartini Association . . F *hilac delphia, has 
expanded its services and facilities. War 
mn Thomas has been appointed associate 
tor and Paul V. Forte has been 
named as head « he public relations 


Jepartment. 


Robert E. Wright . . { 
Executive Sales Management 
Service, was named account 
jlirector of merchandising 
H. Kennedy, Chicago. 
announced the following new 
counts; L. H. Knibb Co., Lern 
Management | 


ind Malleab! 


Denham & Co. . . 
awarded the American Public Relations 
Association certificate for public relations 


achievement for its activities in behalf of 


B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 


dealers . . . help you cash in on the 
pulling power of your national adver- 


Us. O. Gat. ae 


decal merchandiser, says: 


BUILD GOOD WILL ‘ 
AND SALES 
WITH PF 
DEALER-SERVICE 
DECALS! 


tising. Remember, every type of PF 
decal — window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 


ort services, 
consultations 

and estimates 
without obligation 


Firm 


als City 


Please send me your Dept. IM II 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Name 


Address__ 


* 


= Zone___ State 


PALM, FECHTELER & £8. 


220 WEST 42 STREET, 


hie 


ae 


NEW YORK 18 @ 


eal ‘4 
hat 


i 5 nw Pe ane nee ” 
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40 years know-how make 
Burkhardt Binders better. 
All sizes—all types in stock 
and to order. Write for 
samples and descriptive 


folder. 


| Swrkhardl 


LARNED AT SECOND 


DETROIT 26, MICH. 


“Binders to American Business”’ 





gg ge ge ge ge gee ] 
| 


PRESS { 


CLIPPINGS; 


and Magazines 


} 
, 
) 
) 
j 
} from all Newspapers 
] 
] 
] 
, 
, 
j 


$165 Church St., New York 7, N. Y. | 
|pIf it’s printed, 


{ 
{ 
{ 
{ 
{ 
{ 
} BURRELLE'S PRESS CLIPPING BUREAU 
{ 
| { 
I) Burrelle’s will clip it 
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Donn Fahnestock . . { 


McCarty Co. 


Benton & Bowles . 


John P. Eldridge, Advertising . . 


Bruce D. Hall. . ha 


H. George Bloch . . ‘ 


Peter Frantz . . | 


H. T. Brettelle, Jr... 


Charles W. Shugert . . ha 


Richard L. Fond Advertising . . ) 


Burlingame-Grossman 


Warner, Schulenburg, Todd & Associates 


hand 


Lilyon E. Louden . . form 


MA ’ 
ther 


Louden 


ar 


Fred P. Bingham . . Detroi 


hand 


Art-Copy Advertising 


Fuller, Smith & Ross. . 


N wi 


Comstock & Co. . . Buffal 


hand 


Shrout Associates . . 





Reaches tee Active Buyers 


MORE Effectively 
MORE Economically 


1, has The plan of Wholesaler-Verified Cov- 
Paine has ata: erage developed by HEATING & 
Ge a PLUMBING EQUIPMENT NEWS is 
: another great step forward in assuring 
Zimmer, Keller & Calvert . . Detroi J 2 
apne EE AEP ETL advertisers the circulation accuracy and 
the Ween s Detroit, manufacturer of scope necessary to get effective cover- 
er a ae age of every part of the market. 
GeareMerstes . . Philadelphia and New By going direct to the leading whole- 
: 7 tate se tharve masa salers in each area, we locate your best 
customers and prospects among heating 
cas. and plumbing contractors . . . the ones 
ak st who are the biggest buyers of the prod- 
ucts you advertise . . . verified by their 
actual sources of supply. 
The result — a circulation that reaches 
more active buyers than any other pub- 
lication in the field — and reaches them 
at lower cost per thousand! A circula- 
tion of over 35,000 that gives you effec- 
tive coverage of the complete chain of 
distribution throughout the heating and 
Robert A. Dearth . . has joined Ross Roy plumbing field — from Manufacturer, 
1s vice-president in the Detroit office to Manufacturer’s Agent, to Wholesaler, 
Fuller & Smith & Ross . . New to Contractor. 
in = ssi ee ee re Want more facts? We have them and 
anne ; ae they're yours for the asking. 
a ae An Industrial Press Publication 


president 


e NEW YORK 13, N. Y. 


Delman W. Beman, Sr. . . former 


Many detailed and factual 
market analyses are offered 
by business paper publishers. 
You can get them by referring 
to your 1953 


Industrial Market ng 
1953 MARKET — arkaiies: 
& DIRECTORY NUMBER | § Pirectory Number 
M. C. Billig & Gerald Schwartz . . ha: 


the first public relations and fund _| Industrial Marketing Wahi. tas 











is read by the Buyers “~ 
. . . in the paper and pulp industry, and those who influence the 
buying of machinery, equipment and supplies .. . 


. - more than 85% of The Paper Industry’s circulation is sub- 
scribed to by top management and operating levels. . . 


. + « 70% of circulation is READ AT HOME! 


this Yearbook 


is in the Files of EVERY paper and pulp mill office in the United States, Canada, 
and many in foreign countries . . 

. more than 3000 copies are mailed to mill executives and key personnel... 
it is the ONLY book of its kind in the field! 


. this is the UNIT that Blankets the field . . . at the LOWEST cost... 
... this is the unit that has BY FAR the greatest acceptance as the AUTHORITY 


in the industry ... 
. .. this is the UNIT that MERITS your monthly pages and your catalog pages — 
because it PAYS-OUT! See SRDS for Combination Rates . 
The PAPER INDUSTRY and PAPER AND PULP MILL CATALOGUE are 
published by 

FRITZ PUBLICATIONS, Inc. 


431 South Dearborn Street ° Chicago 5 











HEATING PUBLISHERS, Inc. 2 W.45thSt. NEW YORK 36 (MU 2-4786) 


+ 
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@) News 


with mices 


ach. The firm plans 


ic relations 


Media changes. . 


Edwin C. Mead. . formerly with the 


eering 


ind f 


Reinhold Publishing Corp. . . New ‘ 
has made the following changes in the 


f American Chemical 


former eastern advertising 
1dvertising sales man 

ind Engineering News;” 
former eastern adver 


i Engi 


McGraw-Hill Publishing Co. . . New York 
has established a special secti 


srvice for the produc 


Building Supply News. . 


hat the tober 





Appliance Aid . . 


153 


N. ra A 
NeW rteé r vy ene 


Marine Corps Gazette 


Gas Heat 


Yew rates 


Lumberman 


New rates 


Western 


ar 


Building 


w rates ene 


page 


. lle : 
Journal of Southern Research’ pe Tag 
Southern Chemical Industry ; 


sew raies ene ive 17 J 


Butane-Propane News . . wil 


i tes 


rd 7x 





David 


B, Hoopes . . 


1 


' 





THE , 
ONE TIE 


For Modern 
SALES 
PROMOTION 


GOOD WILL is so 
easily expressed when 
your Product, Trade 
Mark or Slogan is 
faithfully reproduced 
on “ADVER-TIES’, the 
Individually Designed 
Quality Neckwear. 


TRADE MARK, 


At Conventions, 
Sales Meetings, An- 
niversaries; or for 
Dealer Assistance, 
“ADVER-TIES” have 
always been Front 
Ranking . Your 
Choice of Colors, 
Fabrics and Designs 
at Most Moderate 
Cost. 


Also—BEAUTI- 
FUL ‘GIFT’ TIES, 
-Plain or Decora- 
five, individuélly 
boxed, with or 
without label on 
reverse side 
Bors eg a Sg | 
| SEND “AD” SAMPLES and siate 4 
1 approximate quantity. This will 4 
1 Speed-up’’ complete details and 4 
1 prices 1 
' 


ee ee 


AMERICAN 
Neckwear Mfg. Co. 


(Original *‘ Adver-ties Makers) 
320 S. Franklin St. Dept. IM 
Chicago 6, Ul. 














* to compare types 
e make a selection 
° specify sizes 
¢ trace layouts 


[Finer] ) = 
serce= 4 @ ABEOEPG IL 
wd | OPZRSTRUMTYSS | 
i 





= casa! 
- vent 


on - 
' et) 
\ vue : 


ALPHABET 
TRACING CARDS 


successors to type books 


Thousands of sets already are in use 
by enthusiastic artists and specifiers. 
ATF’s 47 most popular types are 
shown on 86 cards, with complete cap 
and Lc. alphabets, 12 t6 72-pt. New 
cards sent as made. Each face on 10'2 
x 74” durable bristol, with round cor- 
ners to facilitate tracing. Alphabet 
lengths, character counts for all sizes 
to 36-pt. Shoulder sizes shown. Far 
superior to type books. Lay cards side 
by side, compare, choose face most 
suitable,compute and trace accurately, 
avoid costly alterations. Sold in com- 
plete sets only, in walnut-finish box; 
$5 postpaid, cash with order. Save 
time, money, effort; order today!, 

AMERICAN TYPE FOUNDERS 

Type Merchandising Dep 
202 Elmora Ave., Elizabeth B, New Jersey 
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4 0 es eet 


road the 


DAILY JOURNAL 
of 


i ae 
Portland 


Ty 
P thi = 
wien ine 


Write for sample copy and rate card 


Daily Journal of Commeérce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


Pete rene er ena 





THE CHICAGO METALWORKER 





4647 West Lake Sr. 
Chicago 44, Iilinois 
EStebrook 9-2160 











Controlled Circulation Audit .. New Y 


epted the folowing new I 























Trends 


tinued Irom page 3 


accessible) 16mm sound projectors. 
One national 16mm film distributor 
handling more than 200 individual 
titles for about 100 leading spon- 
sors, reported a 47.5° increase in 
booking requests at the end of Sep- 
tember, 1952, compared to the same 
period last year 

This national network of 27 re- 
gional film exchanges, comprising 
Modern Talking Picture Service, 
estimates there will have been more 
than 1,000,000 individual showings 
Even 
the well-below-average figure of 35 


of sponsored films in 1952. 
persons per audience is beginning 


to prove rewarding for sponsors 
using this service 

But the sponsored film has some- 
thing else to offer: nothing else in 
the entire field of media takes hold 


of a pre-selected group for such a 


‘film field growing’ 


conclusive period of uninterrupted 
The average spon- 
sored film is of 20-minute duration; 


communication. 


the average reading time of the most 
interesting four-color ad could not 
hold one-tenth of that attention. 
Thus, business found a 
product or process, an idea or a 


when 


problem that needed real explain- 
ing to a selected group of prospects, 
it was finding the sponsored film 
far ahead of the field. These 16mm 
film audiences were being met for 
less than $3 total cost apiece; one 
sponsor was meeting members of 
his 16mm film audience at 1.5¢ per 
including pro- 
duction, promotion and distribution 


head of total cost, 


of a lavish Technicolor subject. 
Film costs were therefore revers- 

ing the inflationary spiral by these 

sharp increases in audience poten- 





tial at not too-greatly increased 
production expense. Color proc- 
esses were bringing greater fidelity 
and were more accessible on a qual- 
ity basis throughout the country. 
While a majority of 1952 business 
films were produced in either Ansco, 
Kodachrome or Technicolor process 
.. black and white was by no means 
outmoded. 

Many sponsors of business films 
are represented in the membership 
of the Industrial Audio-Visual As- 
sociation, an organization of execu- 
tives whose companies and _ jobs 
have to do with visual aids produc- 
tion and utilization. 

The National Association of Man- 
ufacturers reported 5,000 companies 
as fairly regular users of films in 
U.S. industry. Actually, more than 
twice that number are users of syn- 
dicated, rented, free-loan or other- 
wise ready-made pictures, in addi- 
tion to those producing their own 
original pictures . . 0. H. COELLN, 
editor, Business Screen, Chicago. 


Stereo Field Booming . . Tele- 
vision, armed-forces demands, and 
industrial uses have stimulated in- 
tensive research and development 
programs far above normal in the 
audio-visual industry. Newer equip- 
ment promises to be lighter in 
weight, simpler in operation, more 
precise in standardization. 

Some of the new color reproduc- 
tion processes and films indicate im- 
proved emulsions, better material 
for making pictures, and improved 
and cheaper methods of duplicating 
films used in this field. DuPont's 
new color film, using synthetic 
polymers incorporating dye couplers 
and silver particles in a base which 
serves as both film support and 
emulsion, instead of a_ gelatine 
emulsion on an acetate base, may 
be a forerunner of revolutionary 
new film media. 

The two most important trends 
in demand seem to be in the field 
of stereo and sound-on-film. The 
stereo field is booming, and takes 
in both still photographs, opaque 
and projected, as well as motion 
pictures. There are already several 
simple techniques’ for adapting 
standard equipment to stereo use, 
and more are promised. In addi- 
tion, more cameras are being pro- 
duced for both still and motion pic- 
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Give Your Budget 
a Break in ‘53 


ONE OIL PAPER OFFERS 
ALL THESE VALUES 


Unapproached Coverage of the Vital UPPER LEVELS of Author- 
ity. 8000 paid subscribers, more than 30,000 readers among 
the men who develop programs, write and approve specifica- 
tions . . . follow-through coverage that carries your sales 


story to the all-important authority areas of the industry. 


Unmatched Visibility. The best advertisement is worthless 
unless seen. Alone of all national petroleum publications, 
The OIL DAILY gives your sales message inescapable visibility 
—because in The OlL DAILY ali advertisements appear on 


pages containing or facing live news! 


Unsurpassed Readership. Not sectional, partial or spot reader- 
ship, but the thorough cover-to-cover readership that live 


news commands. 


Unequalled Value. For less than the cost of comparable space 
in other leading petroleum publications, you give your ad- 
vertising a new and positive approach to the men whose word 
carries the weight of final authority in the selection of prod- 
ucts and services. No increase in rates despite a 60% in- 


crease in paid circulation. 


Get the facts. Let our advertising representative prove to 
you by facts and figures that no petroleum publication of- 
fers more in the way of effective impressions per dollar 
than the dynamic daily newspaper of petroleum that turns 
your advertising into news. 


THE Olt DAILY 


The National Newspaper of Petroleum 
616 South Michigan Ave., Chicago 5, Ill. 


Turn Your Advertising into NEWS . . in The OIL DAILY 
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ture use. The recent standardiza- 
tion of frame sizes and frame sep- 
arations on stereo has simplified the 
variety of specifications formerly 
demanded 

The new technique of incorporat- 
ing a magnetic strip (similar to a 
recorder tape) along the edge of a 
finished motion picture film has 
simplified the production and du- 
plication of sound movies. Here, too, 
manufacturers are just hitting theii 
stride, and new items are coming. 

Maintaining production of some 
popular photographic items has not 
been easy, with restrictions on ma- 
terials, but use of substitute mate- 
rials; more economical techniques, 
have more or less prevented short- 
ages. The chief loss has been of 
certain new products ready for pro- 
duction which have had to be with- 
held, temporarily. 

Some manufacturers have over- 
come competition and supply prob- 
lems by utilizing foreign accessories 
and lenses. Several domestic man- 
ufacturers are importing unmounted 
Japanese lenses, for instance, or 
Japanese-manufactured optical glass 
blanks, and fabricating and mount- 
ing the products in their own equip- 
ment. Good experience in this field 
is reported. German, Swiss, French, 
English and Italian optics seem to 
be making similar market headway. 

Should the defense effort actually 
reach its peak and taper off in 1953, 
the photographic field is likely to 
find reconversion less of a problem 
than other fields, since many items 
being manufactured for military 
use are identical, or only modified 
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12@1/Circle on Readers’ Service Card 
How to start an incentive 


campaign to boost your sales 

A portfolio telling ways in which com- 
panies can make the most effective use of 
incentive campaigns for salesmen is of- 
fered by Cappel, MacDonald & Co., Day- 
ton, O. The presentation covers advan- 
tages of merchandise prize incentives, how 
to organize and promote a campaign, and 
selected case histories. Offered without 
charge. 


1102/Circle on Readers’ Service Card 


Food plants are big buyers .. 
are you a potential seller? 

The food industry normally accounts for 
as much as 12% of all capital outlay by 
manufacturers. Food plants are major 
buyers of materials handling equipment, 
control instruments, power generators, re- 
frigeration, electric motors and sanitation 
equipment . . to name just a few cate- 
gories. Markets in food plants, today and 
tomorrow, are dealt with in great detail 
in the new market and media file, pat- 
terned after the NIAA outline, offered by 
“Food Engineering,” New York. 


1103/Circle on Readers’ Service Card 


Sell to the physics market 

In the great new fields of atomic energy, 
nucleonics, electronics, computers, jet pro- 
pulsion and ultrasonics you will usually 
find a physicist in the buying picture. 
The American Institute of Physics, New 
York, has issued a pamphlet describing his 


role. 


1104/Circle on Readers’ Service Card 
You can profit from revolution 

in the textile industry 

The success of synthetic fibers has 
caused a technological revolution in the 
textile industry . . offering big opportuni- 
ties to the alert manufacturer of mill equip- 
ment and supplies. “Textile World,” New 
York, offers a market and media file 
(based on the outline recommended by 
NIAA) which describes the industry dollar- 
wise and geographically. Also tells how 
to reach buying influences in all areas, 
domestic and foreign. 





es Send for these helpful selling tools 


1108 /Circle on Readers’ Service Card 
Valuable directory of U.S. 


dous expansion in existing plant facilities 
and new construction. “Petroleum Proc- 
essing,” Cleveland, has compiled the most 


. . telling where the plants 
are located, who operates them, the raw 
materials, and the finished products. 


1106/Circle on Readers’ Service Card 
Data on woodworking industry 

How your marketing efforts can reach 
plants which produce wood or use wood 
as a basic or supplemental material in 
their manufacturing operations is the ob- 
ject of a data file prepared by “Wood 
Working Digest,” Wheaton, Ill. Follows 
the outline recommended by NIAA. 
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1107/Circle on Readers’ Service Card 
Woodcuts offer ‘new’ effects 
in ad illustration work 

Before the invention of photo-engraving, 
nearly all illustrations in books, news- 
papers, magazines and catalogs were en- 
graved on wood. Then the process was 
supplanted. Yet woodcuts produce un- 
usual textures that cannot be duplicated 
by other means, and lately a revival in 
advertising use of woodcut illustrations 
has occurred. A brochure explaining the 
process and showing examples is offered 
by Sander Engraving Co., Chicago. 


1108/Circle on Readers’ Service Card 
Facts you should know 
about the graphic arts market 

More than 86% of all letterpress and 
lithographic plants in the U.S. are con- 
centrated in 24 states east of the Missis- 
sippi. A booklet issued by “Printing Mag-_ 
azine,” New York, gives statistics on the” 
location and dollar-size of the graphic arts” 














PRODUCTS SOLD 








1113 (1114 1116 


ADDRESS 











WillbePaid 
by 
Addressee 


City & ZONE 


*Note inquiries for items listed 
not serviced beyond Feb. 15, 1953 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 








Readers’ Service Dept. 





jesloed.<-jabolemeacor 


* Send for these helpful selling tools 


110G9/Circle on Readers’ Service Card 
Census helps you evaluate 
sales territory potential 

Results of a census of large manufac- 
turing plants made in 1949 by McGraw- 
Hill Publishing Co., New York, have been 
published in booklet form, with maps, 
graphs and tables. The survey classified 
plants by size, principal product and lo- 
cality and provides an ideal base for 
industrial market research. Booklet free. 


1110/Circle on Readers’ Service Card 
The ready-aim-fire of sales 
to chemical process market 

The chemical process industries spent 
$6 billion last year for new plants and 
equipment . . plan to spend over $7 bil- 
lion in 1952. A handbook of selling, con- 
sisting of a folder with five separate 
booklets about the chemical process mar- 
ket, has been prepared by McGraw-Hill 
Publishing Co., New York. The booklets 
tell how to evaluate the market, plan 
market strategy, set up for sales. 
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1111/Circle on Readers’ Service Card 
How to reach and sell 
the iron and steel industry 

Among the $1 billion worth of industrial 
products bought by the iron and steel in- 
dustry each year are such items as elec- 
trical equipment, lubricants, refractories, 
cranes, roller and ball bearings, paint, 
rubber belt and wire rope. This market 
is discussed in a new market data and 
media tile prepared by “Iron & Steel Engi- 
neers,” Pittsburgh. Follows the NIAA 
sales presentation outline. 


1112/Circle on Readers’ Service Card 
What's for you in the $28 
billion aviation market? 

The Air Force awards to over 3,000 con- 
tractors who in turn utilize 60,000 subcon- 
tractors and suppliers. “Aviation Week,” 
New York, has published a booklet de- 
scribing the military, commercial and util- 
ity flying aviation markets, with a list of 
USAF procurement division contracting of- 
ficers, including districts, regional offices. 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 








Readers’ Serviee Dept. 
INDUSTRIAL MARKETING 


200 East Illinois St., Chicago 11, Ill. 


5211 


& Please print or type information below 





NAME 


Please send me the following 





research and media data... 


TITLE 


Readers’ Service Dept. | 





1101 1102 1103 1104 


COMPANY 








1107 1108 
1112 


1105 1106 
1109 1110 


PRODUCTS SOLD 





1111 





ADORESS 





1113 1114 «1115 1116 





CITY & ZONE 





*Note 


inquiries for items listed 


not serviced beyond Feb. 15, 1953 


1113/Circle on Readers’ Service Card 


How to save on postage 

A manual of postal information contain- 
ing advice on mailing methods and direct 
mail planning as well as rules and regula- 
tions is offered by Gaw-O’Hara Envelope 
Co., Chicago. Manual is free upon re- 
quest and has been checked for accuracy 
by postal authorities. 


1114/Circle on Readers’ Service Card 
Needs of the oil producing 
market are worth investigating 
This booklet gives an excellent picture 
of the oil producing industry . . where it 
is and what it buys. It offers latest mar- 
ket data on the field as a whole and on 
each of its major components: explora- 
tion, drilling, production and pipe line. 
The variety of equipment used in any one 
of these phases is surprising and certainly 
worth investigating . . regardless of how 
remote from oi] producing your own com- 
pany may seem to be. Booklet offered 
by “World Oil,” Houston. 


1115/Circle on Readers’ Service Card 
Have a look at the instrument, 


apparatus, equipment market 

All 24 chemical and process industries 
have problems in instrumentation, control 
and analysis. Sales of instruments, ap- 
paratus and equipment to this field, ac 
cording to the latest U.S. Census Bureau 
figures, exceeded $300,000,000 annually. 
For further information, read the fact-folder 
published by “Analytical Chemistry,” New 
York. 


1116/Circle on Readers’ Service Card 


Share in $11/2 billion export 
chemical, machinery market 

There is an enormous demand abroad 
for raw chemicals and processing equip- 
ment . . U.S. suppliers sold almost $1}/2 
billion worth to foreign countries in 1951. 
Who buys, what they buy, and how much, 
are told in an export market guide for 
chemicals and chemical machinery pub- 
lished by McGraw-Hill International Corp., 
New York. Dollar and item listings are 
by individual countries and continents. 
Yours without charge. 
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EXAMPLE No. 29 


slightly from civilian products made 
in the same plants. There will re- 
main, however, the need to enlarge 
the market to absorb the defense- 
swollen production capacity, just as 
in other fields. . . CHARLES MACDER- 
MOT, editor, Photographic Trade 


News, New York. 
Among manufacturers of 


FABRICATED PLASTIC PRODUCTS" 


Magnetic Sound Sales Up . . 
A survey of camera store owners 
who sell visual aids shows this phase 
of their business somewhat ahead 
of last year. Basically, dealers re- 
port this is due to the introduction 
of magnetic sound projectors dur- 
ing 1952. 

A specialist in visual aids, Emory 
Barnes, New York, reports that a 
breakdown of his sales records for 
the two years to date shows sales 
about equal except for this increase 
caused by selling magnetic sound 
equipment. 

No problem about delivery exists, 
according to the dealers. Manufac- 
turers of most merchandise will de- 
liver immediately. The only wait- 
ing encountered comes on orders 
of “special” models or heavier 
equipment like are projectors which 





210 MAJOR PLANTS EMPLOY 16,138 


—aecount for 79% of total employment, 
cr . . . . 4 
81% of production in this industry. 
The latest McGraw-Hill Census identifies each and every one of these 
210 key plants — those with over fifty employees -- by name, location, 
number of employees, and chief product manufactured. 


are used for theatre-type auditori- 
ums or television. 

Most sound motion picture pro- 
jectors sell only to the larger stores. 
Dealers report something of a boom 
in demand for slide film projectors 
which has moved way ahead of 
motion picture’ projector _ sales. 
They attribute this to the fact that 
most businesses today recognize 
how much better their  sales- 
men can sell when equipped with 
slidefilm projectors. They also use 
them extensively for training em- 
ployes in selling methods and for 
any “how-to-do” lessons. 

In many cases, dealers had never 
considered entering the visual aid 
field but found themselves forced 
to do so by demands of the larger 
companies in their area. Specialists 
in this field report business much 
steadier and more _ remunerative 
than that with consumers generally. 

Prices on visual aid equipment 
have not changed to any marked 
extent since last year. If any trend 
can be remarked it is toward sim- 
pler equipment that can be used 
by the smaller company. . . aucus- 
TUS WOLFMAN, editor, Photo Dealer, 
New York. 


The Fabricated Plastic Products industry is only one of 144 segments 
of manufacturing industry. In each of these 144 segments, McGraw- 
Hill’s Census isolates, identifies, classifies, and rates the worthwhile 


manufacturing plants. 
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nize that the annual report is one of 
the most important corporate vehi- 
cles issued during the year to share- 
holders. Consequently, we go be- 
yond the minimum, legal require- 
ments in keeping our shareholders 
currently informed about the op- 
erational and financial condition of 
the company. 

In addition to the financial section 
and the CPA’s certification, our an- 
nual report contains the following: 
a letter from the president; a graph- 
ic presentation of our products; a 
page of high-lights which is a con- 
densation of the financial material; 
comments on sales, earnings, divi- 
dends and export activities; charts 
and graphs on items such as division 
of the sales dollar, earnings before 
and after taxes; employe relations 
and advertising and promotional ac- 
tivities. 

The reaction from our sharehold- 
ers in the form of letters and per- 
sonal comments, as well as those 
from others to whom we distribute 
the report, have set the pattern 
which we follow in the preparation 
of our annual reports. Because of 
the amount and type of material 
carried, we have found it advisable 
to distribute it not only to our 
shareholders, but to investment 
counselors, security analysts, the 
press, customers and those individ- 
uals and companies requesting 


copies. 


R. H. Hoge 
President 
Ylark Controller Co 


Sleveland 


® WE CONSIDER a complete annual 
report both an obligation and an op- 
portunity to focus the attention of 
several interested groups of people 
upon the essential factors of our 





business. 

Therefore, we mail the report to 
shareholders, all employes, many 
suppliers, customers and _ financial 
institutions. 

In fact, we make no attempt to 
withhold the report from anyone in- 
terested. On the contrary, we build 
our mailing list by attempting to 
include everyone who might have 
an interest in the operations of the 
company. 

More damage can be done in gen- 
eral by rumor that results from par- 
tial reporting and incomplete dis- 
tribution than by a complete report 
falling into the hands of someone 
who might have unfriendly inten- 
tions. Apart from this fact, we be- 
lieve that employes as well as 
stockholders have a right to a clear 
picture of the company’s soundness 
and future possibilities, and we flat- 
ter ourselves to believe that our 
suppliers and customers are gen- 
uinely interested. 

As to the content of our annual 
report, we include the customary 
balance sheet and profit and loss 
statement. We make this data as 
complete as space will permit. We 
begin our profit and loss statement 
with gross sales and show all the 
factors affecting the net results. 

Our financial data is given mean- 
ing by various comparisons with 
previous years. These comparisons 
are emphasized by charts, tables and 
the various other well-known 
graphical means of digesting and 
comparing such information. 

In addition to financial data we 
attempt to tell a story of company 
plans and accomplishments and the 
factors that influence both. 

Filling in among these essentials 
we include items of general inter- 
est such as: employes’ activities, 
new product designs, sales promo- 
tional schemes and general ques- 
tions of industrial and employe re- 
lations. 

One characteristic that we at- 
tempt to avoid is the stereotyped 
financial jargon and hackneyed ex- 
pressions of optimism or pessimism 
common to some expressions on 
general business. 

In general we hope that our an- 
nual report gives a true and ac- 
curate picture of conditions as we 
understand them, and we hope it 
does so in a manner that engenders 


both interest and enthusiasm for our 
company’s possibilities 


Philip M. McKenna 
President 
Kennametal, In 
Latrobe, Pa 
@ OUR ANNUAL REPORT contains ad- 
ditional information beyond that re- 
quired by law. We feel that this is 
especially important in view of our 
carefully planned expansion and in- 
tegration. Exploration activities are 
aimed toward providing our own 
resources of raw materials; we are 
striving to develop better techniques 
and to improve quality; we are con- 
stantly expanding our sphere of 
sales promotion and exploiting new 
products. Our current report, for 
the fiscal year ending June 30, 1952, 
contains 20 pages and is printed in 
two colors. 

The report starts with a “high- 
light summary” giving an abbrevi- 
ated financial statement. This is 
followed by the president’s report. 
The next page shows sales for the 
last five years, plotted graphically; 
and on the same graph are income 
before and after taxes, portraying 
an alarming growth in the spread 
between the three figures. Follow- 
ing this information is displayed in 
graphic form the disposition of the 
sales dollar to wages, materials, and 
other factors. It shows that taxes 
are greater than all wages and al- 
most three times total net earnings. 

Following this is perhaps the most 
original portion of the report. Total 
profits are shown in the form of 
icebergs in three graphic illustra- 
tions, first for the four years ending 
in 1950; second for the year 1951; 
and lastly for 1952. The hidden 
part of the iceberg, below the water 
line, grows proportionally larger 
and represents taxes, “a distinct 
menace and challenge to the nav- 
igator’s skill in safeguarding life 
and property under his charge.” 

The next four pages are given to 
a more detailed financial report. 
Following are the auditor’s certifi- 
cate and a report of the company’s 
coordinated activities. 

Our report has been in the mails 
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live mailing lists. 


For fresh, up-to-the-minute lists 
of live buyers that help insure 
maximum returns — more and 
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calling Berliner. Here your order 
is always treated individually — 
compiled accurately to meet your 
specific needs by researchers, 
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the most recent records. 

Please request the latest 
Berliner free catalog on your 
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ACB reads every 
ativertisement published in 


daily and Sunday newspapers 
in the United States 


It’s a simple matter for ACB 

to find and furnish the ads you'd 
ike to see, Gives you an idea 

of how others are promoting your 
own and competitive lines, 


Get in touch with the nearest 
ACB office for rates and service. 
Or if you prefer, ask for 

ACB’s big new 1952 catalog of 


services—now available. 


The Advertising 
Checking Bureau, Inc. 
New York ¢ 79 Madison Avenue 
Chicago « 18 S. Michigan Avenue 
Columbus e 20 S. Third Street 
Memphis e 161 Jefferson Avenue 
San Francisco « 16 First Street 
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for only a short time, but early re- 
actions have been most favorable. 
In 1951 our report won second place 
award among approximately 500 en- 
tries by leading metal product man- 
ufacturers, in the competition con- 
ducted by Financial World, honor- 
ing excellence in annual reports. 


We distribute our report to stock- 
holders, some financial services, 
editors in our industry . . machinery 
and mining papers many em- 
ployes, some of whom are stock- 
holders, some customers and sup- 
pliers upon inquiry as to our posi- 
tion. 





Letters to the editor 


rom page 14 


.--let's take @ look at the 
3F SIMPSON M/X-MULLER 
from the OPERATOR'S viewpoint 
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Two Minds, Two Tracks . . Nationa 


ciate any information you can give 
us regarding industrial shows of this 
nature throughout the year. 

E. R. WARREN, 
vice-president, Ray C. Jenkins, Ad- 


vertising Agency, Minneapolis. 


[We'd suggest 
& Poliak, New 


you contact Clapp 
York, who handled 
that show last year. The Exhib- 
itors’ Advisory Council, New York, 
can provide you with a listing of 
other shows in this field . . Ep.] 


Two admen see their equipment 


from the operator’s viewpoint 


From time to time 
“co- 


® TO THE EDITOR: 
I see examples of advertising 
incidences” in IM. 

The idea for an ad we placed in 
Foundry “jelled” for me in a half- 
awake moment as the C&NW struck 
a flat spot on the wheels, and I care- 
fully guarded it all the way through 


its eventual and, we think, expert 


his viewpoint 


layout by Chuck Miner of Russell 
T. Gray. Similar ideas apparently 
“jelled” for someone on the Pitts- 
burgh Transit System as evidenced 
by the enclosed clipping from the 
same issue of Foundry by the 
Pittsburgh Lectromelt Furnace 
Corp. 

It is, of course, not unusual to 
see heavy equipment ads keyed to 
operator acceptance. However, the 
coincidence does present us with a 
rare opportunity for comparison; 
especially since our layout was exe- 
cuted with an eye toward departure 
from previous, more conventional, 
presentations . . A. I. HURD, adver- 
tising manager, National Engineer- 
ing Co., Chicago. 


Copy Chasers stick to their 
guns on Mead critique 


. Copy Chasers this 
1952, p. 98) gives a 


TO THE EDITOR . 
month (Sept. 





short paragraph to current Mead 
and Champion copy. The quick 
conclusion: Mead is trying to get 
its name bigger than Champion. 
Maybe that’s it. But I don’t think 
it’s just that. I feel Mead is . . re- 
gardless of whatever anyone else 
may be doing . . trying to do a 
needed and constructive job of 
longer range brand name-building. 
Their series in Time, which began 
with our Jan. 14, 1952 issue, is en- 
closed. And I hope you agree Henry 
Foster and Bill Gillespie of Mead’s 





and Pittsburgh Lectromelt’s man, too. 


advertising department and their 
agency, Gray & Rogers, deserve 
great credit for creative timing of 
these “big name” advertisements. 

FRANK A. STEWART 
advertising dept., Time, Philadel- 
phia. 


. And said the Copy Chasers . . 
[No, we do not agree with you that 
Mead’s advertising people “deserve 
great credit for creative timing of 
these ‘big name’ advertisements.” 

We believe the Mead campaign 
is a prime example of one of the 
worst phases of advertising to busi- 
ness: failure to appreciate reader 
self-interest. 

The campaign can’t help but be 
successful, because a fortune has 
been spent on it. But when you get 
through . . do you have any better 
understanding of why Mead is a 
superior source of supply? Not to 
the extent that you’d have if all that 
money had been spent more intel- 











MARKET COVERAGE — AMM’s horizontal circulation shows a readership of over 
30,000 management, purchasing, and operating personnel who directly control or influ- 
ence the purchases of ferrous and non-ferrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, jobbers, importers, and exporters who handle steel and/or 
other metals, hardware products, mill and factory supplies; also producers of iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; smelters; 
refineries; etc. 
DISTRIBUTION 
Consumers of metals for 
Distributors, dealers, ge yen 4 

Producers of steel and other metals 

Government Departments, trade organizations, banks, etc. 
Unclassified 


—— 








ADVERTISERS — Over 300 leading sellers of steel products, non-ferrous metals, ores, 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 
REASONS WHY AMERICAN METAL MARKET T gives advertisers these advantages: 

FASTEST SERVICE of all metal-trades medie—first the latest news of industry. 

week than any other B. tredes paper. 
any other metal-trades paper. 

GREATER VISIBILITY any other metal-trades paper. 

MOST STEEL AND METALS ADVERTISERS of ali metal-trade papers. 

MOST WANTED of all metal-trade papers. Subscribers pay $20 a year te read AMM. 
If you sell to the metal working industries, strengthen your advertising program by in- 


cluding AMERICAN METAL MARKET. 





(ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE? 


Than ero 
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"A Directory of Southern 


chemical suppliers listing more 
than 1,000 sales offices, distributors, 


and manufacturing plants 


“di Information on how 


the fastest-growing chemical market 
in the world can be reached through 


Published with the Journal of 
Southern Research and the 
Southern Industrial Directory. 
WRITE TODAY TO: 

SOUTHERN CHEMICAL INDUSTRY 
5009 Peachtree Rd., Atlanta, Ga. 


=— 








The fastest growing 
publication with the 
largest age circulation 


THE BREWERS DIGEST 


4049 Peterson pny Chicago 30, Ill. 


45 W. 45th St., New York 18, JUdson 6-0916 


ligently 
Actually, the campaign is a crea- 
tive man’s dream and a marketing 
man’s nightmare 
Full-color art works — all corny 
Short, 
corny. 
Name us an advertising authority 
Wiseman, Caples, Gallup-Robin- 


whose experience 


“institutional” copy all 


son, etc., etc 
would tend to prove this a good 
campaign. Starch may show well, 
but Starch only counts noses, and 
four-color always Starches well on 
a cost basis. 

No paper advertising is pretty 
poor in general, and this campaign 
in particular violates a good many 
of the sound, well-proved rules of 
advertising THE COPY CHASERS ] 


May we reprint? 


® TO THE EDITOR May we have 
your permission to make lithostats 
of the article which appears on page 
52 in the September 1952 issue en- 
titled “Industrial Advertisers Lose 
Sales Via Inquiry Neglect . . IM 
Study.” 

We would like to distribute these 


copies to our industrial sales en- 
gineers . . A. R. KLOOS, advertising 
manager, Lincoln Engineering Co., 
St. Louis. 


September copy of IM 
promises increased benefits 


® TO THE EDITOR . . I am enclosing 
my check for the reprints on the 
attached list. 

As I have just finished my first 
issue of my new subscription, I am 
also interested in your 1953 edition 
of the Market Data & Directory 
Number, which I would like to have 
sent me. 

From what I have already cb- 
tained from the September issue, 
I am looking forward to increased 
benefits from future copies. 

A. L. PLATKY, 
Plomb Tool Co., Los Angeles 
Murray Breese Associates has an 
unced that the agency has moved of 
ses to 76 North Broadway, Irvington-on 
son, New York 


Wellington Sears Co. . . Boston, has moved 


new quarters at 99 Chauncey St. 








1 finish your layouts 
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Problems in marketing 


1G¢ 





(and business paper publishers) 
look down their noses at the stu- 
dent. If he wants to study your 
advertising literature (or your pub- 
lication), why not make it available 
to him? He'll probably remember 
you when his school days are over 
and he’s entered the business 
world. 

As you probably already know 
from bitter experience, you're go- 
ing to make some bad decisions in 
classifying the quality of your in- 
quiries. A report from your sales 
organization may indicate that what 
you thought was an “A” inquiry 
was really a “C” inquiry. A card 
file of these “C-quality” names can 
be set up to help you in evaluating 
future inquiries from the same 
people. 

One of your most valuable helps 
in deciding upon the quality of in- 
quiries is your own background 
and experience . . plus a_ sixth 
sense. A man with 10 or 15 years 
experience will do a better job than 


a beginner with only a year or two 


under his belt. 

This next point is an obvious one. 
But obvious things are often easily 
overlooked or forgotten. So, I'll 
take the liberty of offering the re- 
minder that the names of all per- 
sons making inquiries be added to 
your direct mail list. Certainly 
such names will do much to increase 
the quality and pulling power of 
your list. 

The problem of correctly editing 
inquiries is a tough one. The sug- 
gestions offered above may help in 
some cases . . not in others. If you 
have inquiry-editing suggestions, 
we'd like to hear about them. Send 
them to Merle Kingman, managing 
editor, INDUSTRIAL MARKETING, 200 E. 
Illinois St., Chicago 11, Il. 


Should prices appear in 
our industrial advertisements 
We've just started advertising na 
national basis. Our product line is fairly 
standard and includes about 20 different 
models. We do make design and price 
changes from year to year, but usually 
these changes are not drastic 


I want to include prices in 


More and more Adve 


are using the 
IRON and STEEL ENGINEER 


Yes, more and more advertisers are 
recognizing the power of the Iron 
and Steel Engineer in selling the giant 
steel industry ... and keeping it sold! 
Consistent increase in total advertis- 
ing pages is a good sign that this 
publication is your best choice to sell 
your products, supplies or services to 
this lucrative market. 


Wall (oday 


for N.1.A.A. Sales Presentation! 


IRON and STEEL tncineer 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 











A mention for a metal frame f in the September issue of INDUSTRIAL 
MAINTENANCE Magazine pulled 1,234 inquiries into our office within 28 days 
after publication. In addition, the maker was “swamped” with inquiries 
he received direct. 





If you're trying to sell industry, you can capitalize on that kind of response. 
Advertise in INDUSTRIAL MAINTENANCE and you get the biggest, broadest 
industrial circulati ilable . . . over 75,000 monthly. You “step into” more 
than 50,000 well-rated plants in 23 different categories. You get a “listening ear” 
from the plant operating, maintenance and engineering groups who read 
INDUSTRIAL MAINTENANCE so regularly and so closely. You buy this live, 
responsive circulation at only $1.75 per thousand. Try it! 


puting Power! INDUSTRIAL MAINTENANCE 


Phila. 32, Pa. 
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MARKET AND 
MEDIA FULE 


| d li 
42 . wie 


ODERN p 
AILROADS 


GREATER SALES 
POWER 
MORE EVIDENT 
THAN EVER 


in NIAA outline form! 


Now... 


Send for your copy today 


ODERN “ba 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS) 








NATIONAL MANUFACTURERS 


Sell Your Products 
at State Fairs 


State Fairs are not carnivals! 
Today they present the progress of a 
century with Industry and Agriculture on 
parade. 

Fairs offer an unexcelled market for ex- 
hibiters of consumer goods wishing to 
take orders and secure leads. 

One National concern investing $250.00 
for exhibit space. . .thru our services . . . 
secured actual orders grossing $45,700.00 
on a $300.00 household product, in 10 days 
et one fair. 


PLAN NOW FOR 1953 FAIR EXHIBITS 


Thirty leading fairs. . . from coast to 
coast. . .with an audience of 18 million. 


Zag 


For information: Phone DEarborn 2-3297 


or write 
NATIONAL BUREAU FOR FAIRS 
82 W. Washington St. 


Chicago 2, Illinois 
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Ss 1S against 
(and descriptive 
prices. What 


1g Manager 


® 1M ON your siDE. More indus- 
trial advertisers should show prices 

. at least approximate prices. Af- 
ter all, advertising is supposed to 
present the reader with as much 
information as possible within 
reason 

The price of a product is certainly 
vital information. And if the buy- 
er’s market ever gets here, price 
information will become even more 
vital. 

While we're on the subject of in- 
formation in ads, why not, when 
possible, or when there’s no good 
reason for not doing it publish 
the telephone number of your main 
office and plant? There are people 
who have occasion to call from time 
to time, and publishing your phone 
number is just one more little thing 
that will make your advertising 
more useful. 

Another type of information too 
seldom presented in industrial ad- 
vertising is the listing which in- 
cludes the names and addresses of 
all distributors, dealers or sales of- 
fices. Occasionally you run across 
a double-page spread devoted to 
such a listing . . but these are few 
and far between. In addition to 
getting the names and addresses of 
your sales outlets to prospects and 
customers, the ads build good will 
among dealers and distributors who 
naturally like to receive the result- 
ing publicity. 





Employe, public relations 
-ontinued from page 132 


usual view and show the employe 
inserting the pin in his own lapel 
and looking down at it, with a fel- 
low-employe beside him. The pic- 
ture takes on a more intimate, per- 
sonal quality when the subject 
doesn’t pay too much attention to 
the camera. 


6. If the winning athletic team is 
to be shown, why not pose the cap- 
tain showing how he rolled the win- 
ning ball, or swung the winning bat, 
or made the winning basket? Gath- 


er his relaxed teammates around 
him, and you've got something un- 
usual. 


7. When going-away presents are 
involved, let the recipient open up 
the present and show it, directly to 
a group of employes, but also to the 
reader of the publication. If it’s a 
TV set, let the employe be shown 
tinkering with it; if it’s a traveling 
bag, don’t leave it unopened . . open 
it up and let the people see what 
it looks like inside, and let them 





Statement of the Ownership, Manage- 

ment, and Circulation Required by the 

Act of Congress of August 24, 1912, as 

Amended by the Acts of March 3, 1933, 

and July 2, 1946 (Title 39, United States 
Code, Section 233) 


Of Industrial Marketing published monthly 
at Chicago, Illinois, for October 1, 1952. 

. The names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: 

Publisher, G. D. Crain, Jr., Evanston, Ill 

Editor, S. R. Bernstein, Chicago, Ill. 

Managing editor, Merle Kingman, Morton 
Grove, Ill. : 

Business manager, C. B, Groomes, Chicago, 
Tl. 
2. The owner is: (If owned by a corpora- 
tion, its name and address must be stated 
and also immediately thereunder the names 
and addresses of stockholders owning or hold- 
ing 1 percent or more of total amount of stock 
If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other 
unincorporated firm, its name and address, as 
well as that of each individual member, must 
be given.) 7 

Advertising Publications, Inc., 200 E. Illi- 
nois Street, Chicago 11, Illinois. 

G. . Crain, Jr., Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Michigan 
Avenue, Evanston, Illinois; S. R. Bernstein 
and A. B. Bernstein, 5216 Blackstone Avenue, 
Chicago, Illinois; 6. L. Bruas a - 8. 
Bruns, 5826 N. Whipple St., Chicage, Till 
nois; Kenneth C. Crain, 11 E. 47th St., New 
York, N. Y.; C. B. Groomes, 7524 N. Clare- 
mont Avenue, Chicago, Illinois; J. B. Miller 
and M. A. Miller, 409 S. Second Ave., May- 
wood. Illinois; B. G. Rehm and H. M. Rehm, 
43C3 “‘iurchill Rd., St. Matthews, Ky: G. L. 
Han‘ « and E. Hamlin, Route 1, Vandalia, 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Illinois; M. E. Crain and 
E. F. Crain, 909 Foster Avenue, Chicago, 
Illinois; Jessie W. Crain, Box 2059, Carmel, 
California; Jane C. Ivie, 549 Addison Street, 
Chicago, Illinois. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1 
percent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder ap- 
pears upon the books of the company as trus- 
tee or in any other fiduciary relation, the name 
of the person or corporation for whom such 
trustee is acting; also the statements in the 
two paragraphs show the affiant’s full knowl- 
edve and belief as to the circumstances and 
conditions under which stockholders and 
security holders who do not appear upon the 
bonks of the company as trustees, hold stock 
and securities in a capacity other than that 
of a bona fide owner. 

5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the 12 months preceding the 
date shown above was: (This information is 
required from daily, weekly, semi-weekly, and 
triweekly newspapers only.) 


G. D. CRAIN, Jr., Publisher 


Sworn to and subscribed before me this 
12th day of September, 1952. 


(Seal) E. M. STEGER 
Notary Public 


(My commission expires April 3, 1956.) 





see the owner’s pleased expression. 

If it’s a wrist-watch, avoid the 
cold shot of the president or office 
manager or plant superintendent 
handing the watch stiffly to the em- 
ploye; instead, show the employe 
trying on the watch, with the of- 
ficial looking on. Remember, it’s 
the recipient who is the subject, not 
the company official. 

The biggest task . . and the one 
most often forgotten . . is to see to 
it that all the faces in the group pic- 
ture are shown. 

Photographs, of course, were not 
the only items on the Socony edi- 
tors’ agenda. The group held three 
panel discussions in all; the other 
two were devoted to the type of 
news local plant editors should print 
in their publications, and what the 
plant editor has a right to expect 
from company headquarters. One 
visiting editor, S. Earle Clauss of 
the Public Service Electric & Gas 
Co., Newark, N. J., talked headlines 
and how to write them, and Abril 
Lamarque, specialist in industrial 
design who designs the over-all 
Socony publication, “The Flying 
Red Horse,” told editors how they 
might lay out their own journals. 

_It is somewhat early to point to 
specifie results of the training the 
Socony plant editors received. But 
there was unanimous agreement 
among them as to the value of the 
training. In the multiple-plant or- 
ganization, a local plant editor too 
often is expected to churn up his 
own news, without guidance or en- 
couragement from headquarters, and 
with very little money to spend. If 
an inexpert publication results, no- 
body should be too surprised. 

The curious and somewhat con- 
tradictory fact, however, is that lo- 
cal plant papers of this type are 
generally found to be extremely 
popular with readers. They may be 
crude publications, both from the 
viewpoint of physical appearance 
and editorial style, but they gen- 
erally acquire a homespun feeling 
that the plant folks like. Socony 
wisely recognizes this. The com- 
pany doesn’t want to alter the basic 
concept of these publications . . it 
merely seeks, in a rather quiet and 
helpful way, to suggest ways in 
which the local editing folks can 
make the acceptable local product 
even more acceptable. 





Leading Oil Export Magazine 


goo Oil Forum __...¢ ba 
your. link to" oat on —, 


increased 1953 sales! 


v3 : The Middle East purchases 
USA’ sitculation about 65% of its drilling, 


- a and —— 
equipment from U. S. manu- 
_ facturers. All buys are s; 


Foreign circulation fied in the field. 


Leading Oil Company nowwperating with 
: s , HQ in Saudi Arabia, buys 
Magazine in the 4 direct. They know that only 
men in the field can evaluate 
equipment where climate and 
temperature are important 

factors. 


*In 1953 it is esti- 
mated that M. Ej 


$276.8 million 
from the U. S. in 


and visas for travel, 
would cost a minimum 


high A coverage, 

coverage alone makes it a 1953 
advertising must! Place your 
space today. 


FCR BEST RESULTS WORK WITH YOUR AGENCY 


SRDS for rates or write... 


oad FORUM 


Majestic Bldg. ., Commerce St. Fort Worth, ‘Texas 





WANT TO KNOW 
WHAT SERVICES 
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BY LEADING 
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Which ad 
attracted 





Narrow vs. Wide 


® THESE TWO aps for castors by 
Bassick Co., Bridgeport, Conn., 
looked almost alike, but one at- 
tracted nearly three times as many 
readers. The ads appeared in dif- 
ferent issues of Factory Manage- 
ment & Maintenance 

One ad narrowed its sales mes- 
sage to a particular “position lock 
lever” for installing with Bassick 
casters. The other ad promoted a 
wide variety of casters in the Bas- 
sick line. Which ad attracted more 
readers? See page 206. 
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MATERIALS-HANDLING - 


CASTER LOAD CAPACITIES DEPENDENT 
ON FLOOR AND OPERATING CONDITIONS 





‘Don expect « rubber-tread whee! to 


Speed of Travel, Condition or Type of Operating 
Surface, Manual or Power Operation important Factors 
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Evaluating inquiries 


ntin rom pag 42 
ntinued irom page 4 





too much to use once; they must be 
nurtured until they blossom into 
repeat buyers who help build that 
ever increasing profitable sales vol- 
ume you require to stay in business 
today . . to keep ahead of that ever 
rising break-even point. 

One of the most efficient ways to 
turn prospects into customers is a 
well organized mailing list for ad- 
ditional sales exposure via_ the 
mailed literature route. It is axio- 
matic among retail mail order op- 
erators that repeat sales must result 
from any advertising inquiry if the 
cost of obtaining that name is to pay 
off. Let’s borrow a leaf from their 
book. Keep hammering away at 
this ultra selective audience your 
publication advertising has produced 
through the most selective medium 
available . . direct mail. 

I can hear the skeptical remarks 
now about direct mail “junk”! Par- 
ticularly from my publisher friends 
who, paradoxically, themselves use 
direct mail so copiously. The skep- 
tical remarks are justified if you do 
mail “junk.” However, the right 
literature mailed to the right audi- 
ence is one of the most effective 
means of selling devised yet . . per- 
sonal salesmanship excepted. Lit- 
erature preparation is a subject too 
big to even touch on here, so let’s 
just assume that your literature is 
good. 

Proper classification of marginal, 
good and superior inquiries into a 
mailing list . . plating the names. . 
and then constant, intelligent use of 
that list is the final step. 

There is nothing new about what 
I've said, or the system I propose 
here . . but it’s ignored by many 
companies. We all know how to 
handle inquiries; many of us just 
never get around to doing it. It’s 
amazing how many “good” and even 
“superior” inquiries are lost in the 
shuffle at many firms. Those com- 
panies are throwing sales oppor- 
tunities away with both hands to 
their competitors. 


Four Ways to Reply . . Here's a 
system that will work. It’s most 
clearly explained by studying the 
chart on page 46. Let’s follow an 





Focal Point 
For Man-Made Fibers 


A swift and dramatic revolution is now in progress in the textile 
industry. Traditional manufacturers of natural fiber fabrics are com- 
ing to realize that their future successes lie in blends with man-made 
fibers. And the proper processing of these new yarns calls for new 
technology, new equipment and modifications of present installations, 
new dyeing and finishing techniques — and there will be many changes 
all along the line. 


For nearly three decades MODERN TEXTILES MAGAZINE has been 
an important focal point for the man-made fibers industry keeping 
pace with the new technology as it came into being and devoting vir 
tually 100 per cent of its editorial space to rayon, acetate and synthetic 
textiles not just once in a while, but issue after issue, month after 
month, year after year, decade after decade 


An indication of the regard in which MODERN TEXTILES MAGA 
ZINE is held by major man-made fiber producers may be gathered from 
a recent six-months summary of their advertising in textile industry 
publications: 


Textile World 16 Pages 
Textile Industries 12 Pages 
America's Textile Reporter 11 Pages 
Textile Age 6 Pages 


Total for four general publications 45 Pages 
BUT, in the same period 


MODERN TEXTILES MAGAZINE carried 53 pages 

of producer advertising more than all four trade journals com- 

bined! For most effective coverage of the man-made textiles industry, 

use MODERN TEXTILES MAGAZINE. Not a catalog! Not a handout! 
But a first class industrial magazine 
which is unquestionably the Number Onc 
publication in the rayon, acetate and syn- 
thetic textiles industry 











NOW.. S HAND’ LETTERING 
~— AND THE FINEST 
TYPOGRAPHY 


OVER 450 STYLES AND SIZES 


SAVE TIME! SAVE MONEY! IMPROVE QUALITY! 
FILMOTYPE PORTABLE TYPESET- SO EASY TO OPERATE... anyone VERSATILE AS A COMPLETE TYPE 
TER is a machine that sets and prints in your organization can turn out a «SETTING SHOP because FILMO 
sharp, clear, clean type and lettering variety of well spaced type and let- TYPE holds up to 25 fonts. Fonts are 
reaiy for reproduction! tering — ready for poste-up — after 5 easily intermixed regardless of size 





minutes’ instruction and style 


LEARN HOW YOU CAN STRETCH YOUR ADVERTISING BUDGET WITH FILMOTYPE 


WRITE FOR COMPLETE F | C 60 WEST SUPERIOR STREET 
DETAILS TO: Dept. F iimotype orp. CHICAGO 10, ILLINOIS 
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No, he isn't tearing his hair, or biting 
his nails, or pacing the floor, but 


he is producing an idea. 


He's at home . . . at ease in his favorite 
chair . . . relaxed . . . undisturbed by 
distracting office turmoil . . . 


His eyes are focused on his unfailing 
idea-stimulator — Advertising Age. He 
has a personal subscription mailed to his 
home — because only at his home can he 


think creatively on the problems of his 
business. 

Each Monday Advertising Age brings 
him all the latest advertising and selling 
news from every important marketing 
center. That news stimulates him to 
produce ideas that move merchandise! 


The coupon below will bring you a 
personal subscription to AA, plus a FREE 
copy of “The Pay-Off”’, a valuable hand- 
book by a noted specialist in direct-mail 
and mail-order advertising. 


FREE with your home sulrniption 





Advertising Age, 


I am to receive a FREE copy of ‘The Pay-Oft’’. 
My Name 

Complete Address 

City 


[) My check for $3 is enclosed 





Dept. IMAU, 200 E. Illinois St., Chicago 11, Il. 


Please enter my l-year subscription to Advertising Age and mail it to my home address. 


Bill me later 


Zone 














ARE YOU AN INDUSTRIAL 
COPYWRITER WHO HAS... 


* An engineering degree or equivalent. 

* Excellent industrial or agency experi- 
ence. 

* The ability to sell via the written word 
@ wide range industrial products. 

* Unusual creative power i.e. ideas firmly 
grounded in proved sales and advertis- 
ing methods. 

Then you may be the man we want for 

the No. 1 copy job, a key position in this 

medium size, fast-growing, progressive in- 

dustrial agency. Send complete resume 

and salary required to: 


MICHEL-CATHER, INC. 
2 PARK AVENUE 
NEW YORK 16, NEW YORK 
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For all the Facts 
on Industrial and 


Trade Market Data 


LOOK 
industrial Marketing's 1953 


MARKET DATA & 
DIRECTORY NUMBER 


in 


inquiry through and see how it 
works. 

Here’s a postcard written in pen- 
cil, perhaps the grammar is childish 

maybe your check in Dun & 
Bradstreet indicates the firm is a 
bad credit risk, possibly reference 
to an industry “buyers guide” shows 
he may be a competitor. For some 
valid reason you conclude this in- 
quiry is obviously “unwanted.” 

O.K., don’t ignore it; you owe the 
writer the courtesy of a reply. Let's 
send him a two part self-mailer 
card. The one section thanks him 
for his inquiry, and asks that he 
supply more information about his 
requirements and organization to 
you. The second half of the card 
provides a space for his reply. It 
also requires a stamp. If the card 
is not returned, no further action is 
taken. If he replies again, there is 
something to the request and we 
then upgrade the inquiry to a “mar- 
ginal.” In any case, the person who 
spent his time to write to you is not 
ignored. 

Here’s a “marginal” inquiry 
address is definitely residential, no 
company name is given. The re- 
quest is well written, however. Send 
Mr. “Marginal” inquiry the litera- 
ture he requests with a form 
mittal letter to cover. tet’s alll? 
attach an unstamped reply card for 
his use in asking for a salesman to 
call, or to get more specific product 
information. If he returns this card, 
upgrade Mr. “Marginal” into the 
“Good” class. In any case, credit 
the inquiry record of the publica- 
tion responsible, and place his name 
on your mailing list after classifica- 
tion into the proper category. 

Here’s another inquiry . . a letter 
this time. The letter clearly indi- 
cates an interest in your offer or 
product. The company name checks 
out, the title of the writer is your 
market-target this one looks 
good. O.K., let’s classify it as a 
“good” inquiry. 

You immediately send Mr. “Good” 
the literature he requested, with a 
form transmittal letter. If the form 
letter or literature doesn’t answer 
his specific inquiry completely, write 
a personal letter that does. Shoot 
his request to your sales force for 
personal follow-up. Then see to it 
that his name is classified, plated 
and added to the mailing list. After 





reading your salesman’s call report, 
send Mr. “Good” an individually 
typed “thank you” form letter 


Blue Chip . . Now you pick up the 
next one of the inquiries your good 
advertising has produced. Maybe it’s 
on a postcard, maybe it’s typed with 
an I.B.M. Executive Typewriter on 
100% rag bond, but the company 
your inquirer represents is a blue 
chip. He doesn’t have to be a huge 
multibillion dollar corporation; 
maybe he uses your competitors’ 
product, or he should be using the 
type of product you manufacture. 
Could be it’s from one of the indus- 
trial giants who have just devel- 
oped a new product that can incor- 
porate your widget as a component. 

This is the time for action. You 
give your “superior” inquiry the 
works. A personal letter, all the 
literature requested, and an imme- 
diate personal call by your salesman 
in his territory. If possible, your 
salesman should call with the lit- 
erature rather than follow mailed 
literature. It can open an other- 
wise closed door. 

This is strictly personalized han- 
dling all down the line. You can’t 
feed too many of these to your sales 
force . . they thrive on them. Of 
course the name is immediately 
classified for the mailing list and 
plated. Naturally you mail an in- 
dividually written and typed letter, 
following your salesman’s call, to 
reinforce his sales story and build 
good will. Your salesman follows 
up again to close the sale. 

Be sure you follow through to let 
top management know that your 
advertising opened the door on this 
one. Even if no sale is made, you’ve 
made a contact, driven a_ sales 
wedge in where it counts. 

By this time you're probably 
wondering about this list classifica- 
tion and plating procedure. It’s 
simple, and one of the most impor- 
tant steps in inquiry utilization. Re- 
member that direct mail is selective, 
and proper classification of names 
can make or break a mailing pro- 
gram’s effectiveness. 

First, credit the name to the pub- 
lication source that produced it in 
your inquiry record book. Key 
your bulletin number, address, de- 
partment or individual name, and 


you'll easily track down 90% of | 


your inquiries to their ssource. 
Now investigate the name for 
classification. Dun & Bradstreet will 


give you the credit rating, and in- | 
dustry classification, from their ref- | 
erence book. A Dun & Bradstreet | 


report will do even more, of course. 


Use industrial buyers guides, or | 
chamber of commerce directories. | 
Even the telephone book will often | 
give you a clue about the specific | 


type of company behind your in- 
quiry. 

When you determine the particu- 
lar product or pricing class that 
company falls into, you can then 
code the name for a specific list. 


Examples: manufacturers, distribu- | 


tors, consumers, product A _pros- 
pects, product B prospects. 


Checklist Reply . . However, let's | 
assume that your search doesn’t | 


turn up any clues. Send out a 
form classification double-card: Tell 
your prospect you want to send him 
only the information he wants, and 
give him a checklist to mark on the 
detachable business-reply half of 
the card. 
you can designate a specific list. 


If you don’t receive an answer, 
put him on a generalized list until | 
you can get more information. On | 
“good” inquiries, your salesman’s | 
call report should give you mailing | 
list classification data, plus addi- | 
tional individual names. This works | 
out in practice, and we find that our | 


If the card is returned, | 


BEDDING 
Spreads 


over 
a $431,000,000 Market 


BEDDING is the only publication 
in the entire sleeping equipment in 
dustry—your direct contact with the 
major manufacturers. 

BEDDING reaches the factories that 
produce 90% of the industry's vol- 
ume—the top cream of a rich market. 
BEDDING page ads cost only 334¢ 
per subscriber (12 time rate)—what 
a low cost for such a healthy cover- 
age—ot such a hungry market! 
Don't overlook its potentials and 
how easy it is to cover it with ONE 
book at low rates 

Send for data 


that will awaken 
you to this tre- 


For Detail 


Industrial Marketing’s 


Annual Market Data bee 
& Directory Number 





Merchandise Mart, Chicago 54 





clients’ salesmen’s additions triple | ‘ 


their mailing list over the original 


inquiry count. 


On “superior” grade _ inquiries, 


your sales manager can code the | 
name for the proper list without | 


look-up, or they wouldn’t be im- 


mediately recognizable as “supe- | 


rior” inquiries. Your salesman will 
profitably add other individual 
names in these companies too. 
That’s it . . a horse-sense way to 
evaluate and utilize inquiries. 
Selling your management on the 
need for an inquiry system will be 


most out of your advertising re- 
sponses. Such a system’s principal 
virtue can be forcing you to analyze 
inquiries and do something about 
them simply because it’s part of the 
routine. 


METAL 
by 


NAME PLATE 


“CHICAGO THRIFT 
FICHING CORPORATION 
——— 


Spotlight your product with a sparkling 


| metal name plate. We gladly cooperate with 
| sales and advertising executives to create 


a big step forward in getting the | 


| standout identification which reflects your 


product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
mprove your product identification. Write 
iow for detailed information. 


SHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. 6G 
vibsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana 
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Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. 
BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


ACON’S 
UBLICITY 
CHECKER 


Sent on approval. 





If you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhatten Bidg. 


for over 67 years the leading 
journal of the coal industry 





petitive advertising 


m 
12 years of survey'"g co 


s enable us to provide 


\eading ee 


: n w e t Data 
data at low cost Se arke 
nonthliy 2 al t 
Page 17 for further information 

ag > 
4 [ r \ecseare u 
Advertise 5 Teas ¥ 


eras Ate 


the Real Push 
Behind Sales! 


You'll) Ond “Snips” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation 

beating contractors. See Indus- 
trial Marketing Data Book. " 
Snips Magazine 


‘3707 WEST Lame STeCEY CH AGO 4 LO 


Which ad 


attracted 


more readers? 


@ THE LOWER ad, promoting a wide 
variety of casters, attracted more 
readers. 

At least three factors may have 
helped the ad achieve its striking 
superiority in readership, despite its 
similarity 

Designers would say that the lay- 
out was a distinct advantage. The 
ad with the higher readership of- 
fered fewer items and more white 
space between, making the whole 
easier to read. The other ad, al- 
though using the same _ editorial 
format, was jammed too tight for 
easy reading. 

A second possible factor was the 
breadth of the sales appeal. The ad 
promoting a wide variety of casters 
probably appealed to all users and 
potential users of casters, whereas 
the ad promoting the “position lock 
lever” may have restricted its mes- 
sage to certain types of caster users 


Lower Ad 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 202 


Whether the former ad did as strong 
a selling job on each reader as the 
lock lever ad is a question that the 
scores unfortunately do not answer. 

Another factor that could have 
influenced the scores was the dif- 
ference in type of editorial material 
on the opposite page. The lock lever 
ad (which, incidentally, earned 
average scores, although coming off 
second best) appeared after the 
continued portion of an apparently 
interest-appealing article beginning 
on an earlier page. But the other 
ad, which attracted so many more 
readers, appeared after the con- 
tinued portion of a feature entitled, 
“What’s New in Equipment,” that 
probably attracted exceptional read- 
ership . . which in turn helped the 
adjoining ad. 


The scores, as reported by Daniel 
Starch & Staff, New York: 


Upper Ad 


Noted 





PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re 
porters provides effective way to obtain on-locaticn 
photos, case histories, stories and releases 


For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 











Well-known Distributor 


and Manufac- 
turer's Representative i 
Okich Mi 


serving Kansas. 

an i desires to ‘‘fill-in” 
certain lines of AIRCRAFT HARDWARE. 
SPECIALTY ITEMS and INSTRUMENTS. 
Now doing multi-million dollar gross with 
ell-established ia rep 3 
contacting irt turers, con- 
tractors, airlines, etc. Years of experi- 
ence and “know-how” will provide in- 
creased sales for your products. BOX 
463. Industrial Marketing. 200 E. Illinois. 
Chicago 11, Ill. 
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CS) Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 


name of the product or advertiser 


oO Seen-Associated denotes the per 


cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser 


e Read Most denotes the per cent of 


readers who read 50% or more of the 
copy 


Cost Ratio tells the relationship between 
the cost per hundred readers (who’’noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 
average; below 100 is below average. 





How Can America Produce All the Steel It Needs 


..- for Military. . . and Civilian Purposes ? 


FREE BOOKLET Tells How to 
Conduct Scrap Salvage Program 
in Your Business. 

Address Advertising Council, 25 
W. 45th St., New York 19, N. Y. 


One way is to feed more pig iron into 
the furnaces. But. . . 

That will require more supplies of ore, 
limestone, coal, etc.*—to say nothing 
of more new ore boats and rail cars to 
transport the additional supplies. 

A better way—the only practical way 
—is to use the dormant iron and steel 
scrap lying around in the form of old 
machines, equipment, tools and metal 
structures. 

Your business must have available 
scrap—in some form. That scrap is 
needed to keep the furnaces going in the 


steel mills . . . to keep our fighting 
forces and our allies well armed . . . to 
sustain our civilian life at home: 
Think how many ways you use iron 
and steel. Think what would happen if 
it became extremely scarce. Put your 
iron and steel scrap to good use—now 
—by selling it to your local scrap dealer. 
Don’t delay—the emergency is be- 
coming more severe every day. 


*For every ton of scrap fed into the furnaces, 
we save approximately 2 tons of iron ore, 
1 ton of coal, nearly % ton of limestone and 
many other critical materials. Also, scrap helps 
make steel faster, shortens the refining process. 


NON-FERROUS SCRAP IS NEEDED, TOO! 





t is a contribution, in the national interest, by 


INDUSTRIAL MARKETING 
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Don Gussow Publications, ™ 


Informonon Headquorters of the Billion Dollar Industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
TWE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St, N.Y.C. * MUrray Hill 7-8771 
CHICAGO 30 North LaSatle Street FRankin 2 9052 
SAM FRANCISCO Simpson Reilly Ltd 703 Market Street (DOugias 2 4994 
LOS ANGELES Sempser-Reity Ltd. Matiberton Buriding (DUnmirt 61179 





LEARN HOW 
YOU CAN GET 


MORE SALES 


FROM YOUR 


EXHIBITS 


i CLIP THIS AD TO YOUR 
l LETTERHEAD AND MAIL TO 


%-26 43rd Ave.Corona 68, 
N.Y.  ILlinois 7-2002 





1 IM 11-52 
| DLesigners and Butlders of 
Lisplays and Exhibits 
Send me: 

(D WLUSTRATED 
ing in Three Dimensions.” 
crammed with helpful information 
for your next trade show, conven- 
tion, sales meeting, etc. 


FULL DETAILS of how Ivel has 
helped other firms solve exhibit prob- 


I 
! 
I 
! 
I 
t lems . . . and of how Ivel can help 
I 
! 
I 
( 


“Handbook of Sell- 
20 pages 


your firm get better exhibits. 

([) ILLUSTRATED STORY of amazing 
IVELPAK, the pre-fabricated, easy- 
to-use exhibit which you can buy or 
rent at an important saving. 


Reman Gamay ee owe ems SERRE NERY TE EE ee 


Ce ene ne cee ne ae ao cms nee oe ee Oe 


Index to Advertisers 


*Abernethy Publications 
*Advertisers’ Research Service 
Advertising Checking Bureau . 
Agricultural & Fooc Chemistry 
*American Aviation 
*American Builder 
*American Ceramic Society 
American Chemical Society, The 33, 37, * hg 
*American Machinist .122- 
*American Metal Market 
American Neckwear Mfg. Co. .. 
*American Society for Metals, The 
*American Society of Mechanical 
Engineers oem . 
American Type Founders 
Analytical Chemistry .. 
*Annual Meat Packers Guide 
Appliance Manufacturer 
*Applied ge ole 
cae te Reco 
*A.S.M | heron Catalog & Directory “171 
pean ad Construction Pane . 20-21 
Automotive Industries 87 
*Aviation Age 
*Bacon’s Clipping Bureau 
Beaverite Products, Inc. 
*Bedding .. R . oe 
Berliner Mailing Lists, Inc. 
Black Diamond . 
*Blast Furnace and Steel Plant 
Bottling Industry . 
Bramson Publishing Co. 
*Brewers Digest, The . 
Burkhardt Co., 
*Burrelle’s Press Clipping Bureau 
*Butane-Propane News - ‘ 
Cantine Co., The Martin . 
*Capex Prefab Exhibits 
*Ceramic Bulletin 
Chemical & Engineering News 
*Chemical Engineering 
*Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Processing .. 
*Chicago Metalworker, The .. 
*Chicago Thrift-Etching Corp. .. 
*Chilton Publications see 
*Civil Engineering 
Clark Publishing Co 
*Coal Age 
*Commercial 
*Commercial Refrigeration reper 8-9 
*Conover-Mast Corp 
76-77, 100, 102-103, 151, 4th Cover 
*Conover-Mast Purchasing Directory 151 
*Construction Bulletin . 
*Construction Digest 
*Construction Equipment 
*Construction News Monthly 
*Constructioneer 
*Contractors & Engineers Monthly 
Contractors’ Electrical Equipment 
*Cosgrove Publishing Co 
*Daily Journal of Commerce 
Diamond Match Co., The 
*Dixie Contractor, The 
*Dodge Corn., F. W 
*Domestic Engineering . 
Eastman Kodak Co 161 
*Electric Light & Power . 66-67 
Electrical Construction & 
Maintenance 
Electrical Equipment 
Electrical Manufacturing 
*Electrical West 
Electronic Design 73 
*Factory Management & Maintenance 58-59 
Filmotype Corp . 203 
*Flow 8-9 
*Food Engineering 135 
Food Processing 12-13 
*Foundry A 79 
*Fritz Publications, Inc 188 
Gage Publishing Co 62-63 
*Gardner Publications 119 
F Facing Page 97, 179 
188 
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2nd Cover 
‘ . 174 


Fertilizer 


50-51, 84-85, 126- 127 
24 


114-115 
26 
62-63 
28 


Gray, Inc., Russell T 165 
*Gulf Publishing Co 142, 
Gussow Publications Inc., Don 208 
Hayden Publishing Corp 

*Haywood Publishing Co 

*Heating & Plumbing Equipment 

*Heating & Ventilating = 
*Heating, Piping & Air Conditioning 2, 
*Heating Publishers, Inc 
*Heinn Company, The 
*Hitchcock Publishing Co. 
*Implement Record 
Industrial & Engineering Chemistry 
*Industrial Equipment News 
*Industrial Heating 
*Industrial Laboratories 
*Industrial Maintenance 
*Industrial Press, The 
*Industrial Publications, Inc. 
*Industrial Publishing Co . 
*Industry & Welding 8-9 
*Institute of Radio Engineers, Inc., The 149 
*Iron Age . 4-5 
Iron & Steel Engineer “+ ae 
Ivel Corp . 208 
*Jenkins Publications, Inc Pacing Pg. 97, 179 


Facing Page 
91 


70-71, 117, 187 
3rd Cover 
8-9 


*jJournal of the American Concrete 
Institute 
*Keeney Publishing Co. 
Kimberly-Clark Corp. 
*King Publications 
Knitter, The 
*Machine and Tool Blue Book 
Machine Design 
*Machine 
*Maclean- 
*MacRae’s Blue Book - 
*Marine Catalog and Buyers 
*Marine Engineering & Shipping pwnd 4 
*Mass Transportation 182 
*Materials & Methods os 
*McGraw-Hill International Corp. ...... 169 
*McGraw-Hill Publishing Co. 
2nd Cover, 28, 53, 58-59, 92-93, 114-115, 
122-123, 131, 135, 157, 
*Mechanical Engineering . 
*Metal Progress 
Metal-Working . 
Michel-Cather, Inc. 
*Michigan Contractor & Builder .... 
*Mid-West Contractor 
*Midwest Purchasing Agent 
*Milk Plant Monthly 
*Mill & Factory 
He ta Valley Contractor 
Modera Machine Sh 
*Modern Railroads .. 
Modern Textiles Magazine (Formerly 
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National Bureau of 
National Distribution 
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*New South Baker 
New York Times, 
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Putman Publishing Co. 
*Railway Age 
Railway Freight Traffic 
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*Rock Products 
Sander Engraving Co. rr aay 
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*Siebel Publications . aw 
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smith” Publishing Co., 110-111 
*Snips Magazine 
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*Steel Processing 163 
*Steel Publications, : 

Sutton Publishing Co., Inc. 

*Sweet’s Catalog Service 

Synchromatic Products Co. 

*Texas Contractor 

Textile Bulletin 

*Textile Industries 

*Textile World 

*Textiles Panamericanos 

*Thomas Publishing Co 

*Thomas Register 

*Tool Engineer, The ... 

*Traffic Service Corp 

*Traffic World 

*Transportation Supply News 
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*Vance Publishing Corp. 

Wall St. Journal 

Warren Company, S. D. 

“Western Builder 

*Western Construction 

*Western Industry 

Wood and Wood Products 

*Wood Working Digest 
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Building Material Merchant, 


Data Book, Brick 


try, Ceramic 


ay Record, Masonry Building 


ye book THERES MONEY 


IN REMODELING 


ee toany 


who asks for it on his letterhead 


We wish you could look over our: 

digging into a typical copy of Practical 
practical he finds it...and the 

That sounds simple but isn’t. Because 
publisher...and his purse... than thorough, 
use for “surface editors.” We respect 

sure that what we give him is well worth 
has to have it! And because every page 

and meaning to the reader, it 


to the advertiser. That’s why 


| 
| 
f 
‘ 


Pracricat 
_ BUILDER 


Veods téiterialty’ 


shoulder and watch a typical reader 
builder The more he digs the more 
more pay-dirt he unearths. 

nothing is harder on a business paper 
hard-pan editing. Here at PB we have no 
our reader’s time...and we make 

his time. Meat, meat, meat. Every page 
of Practical Builder is filled with meat 
is filled with promise and profit 


those-in-the-know look to PB as.. 


.-. Of the light 
construction industry 








zee 


lake a Sales 7 ip from these Men of Decision .. . 


“An ever-better product at lower cost ts It is recognized that efficient buving ts a We expect the salesman to know his own 

not all divi is ot our key to profit. An important aid to the product thoroughly and to have — or be 

purchast lepartment buver in obtaining this efficiency ts’ his willing to acquire — some knowledge of 

daily contact with well-informed sales ours. He should be able to keep us abreast 

men. We look to the salesman as one ot of what is going on in his industry new 

our first sources Of information on price ind mproved products, avathability, and 

trends, availability of supply, new prod price movements. He should be realistic in 

WOCESSE \ salesman who his delivery promises, avording the aggra 

o cle ‘ h itclligent up-to-date know ledac Vating habit of giving delivery dates 

| rau ul 1CSe Velopments is always a wel which his company cannot possibly meet, 

Parker Appliance Com COME Visitor vs J. W. Johnston, Direc says W. ON. Larkin, Purchasing Agent, 

Ohio tor of Purchases, Atlas Powder Company, Sargent & Company, New Haven, Conn. 
Wilmington, Del 


Sound selling focuses on men like these — 
more than 41,000° of them read PURCHASING 


bvery sound sales program to industry must, as a primary objective, 


achieve good customer relations with the men who do industry's buying 


madustrial PA’s. An order trom a PA cannot be obtained unless he When you think of 
knows the application of your products to his company’s needs and selling...think of 
has confidence in youl COMPA asa rehable source of supply. PU R( "HASING 


Preselling through advertising can work hand in hand with your direct 
selling to bring the PA your product and company story. Make sure Dod 


your advertising message reaches him! Use the eve magazine read regu- 
larly by industrial PA’s — PURCHIASING — the basic magazine on 
amy advertising schedule! 

PURCHASING, 205 East 42nd Street, New York 

Offices in Chicago, Cleveland, Dallas, Atlanta, 

| OS \ngeles 


* Based on survey, Copy on request. 


‘The basic magazine on any industrial advertising schedule! 





